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RELAX 



Let WGAL«TV do your sales work* It is 
the outstanding selling medium in the 
Lancaster/Harrisburg/York TV market. 




FRIDAY AT 5 



KCs Ford: Only Federally Regulated 
A^ire Tv Can Provide Adequate System 

■©Jtimissionfer doubts the wisdom of only partial regulation, cites 
OiWipetltive impact of CATV, suggests wire could play part in UHF growth 



Pluluilelpliis-t — "It lb an belief that 
n adequate nationuide television sys- 
mi with an increased choice df pro- 
ram service can only be achieved 
y an integrated and federally regu- 
ited system of both uire and radio," 
ctlared FCC Commissioner I'rcd- 
rick. \V. Ford before last week's 13th 
finual convention of the National 
'onimunity Television Association. 

Ford said that the goal of at least 
ae television station per community 
ill never be met \sithout the use of 
fe, "Even if it v^ere possible to add 
ough spectrum space ... I do not 
iMieAC that sound frequency manage- 
nl would permit such an inefficient 
fc of this valuable national resource, 
Say nothing of the economic un- 
Lndness of making such an at- 
pt." 

Discussing the matter of regulation, 
i said that "it is contended that in 

if attempts to regulate about one- 

,h of the CATV systems, that is, 
mc requiring microwave licenses, 
create unfair competitive condi- 

as . . . The more I have studied 



NAI Sceki Congrtssional 
s on CATV Operatiani 



^^'ashltt'glon — NAB's tv 
toard of directors has voted to 
aik for Congressional legislation 
U^imcd at FCC regulation of 
CATV, limiting the systems to 
auxiliary and supplementary 
broadcast servicers. 

Among the pov^crs NAB be- 
lieves the FCC should ha\c is 
the pADhibition or limitation of 
the origination of programs by 
CATV systems, the establish- 
nient of conditions relating to 
the duplication of the programs 
9i local broadcast stations ser\- 
ing the same areas in uhieh 
CATV systems arc located and 
£he setting-up of technical stand- 
ards for CATV operation. 

The board also sard that there 
iihould be no prohibition against 
broadcasters owning CAT\' or 
vice versa. 



these problems, the more I am in- 
clined to doubt the ssisdom of trying 
to regulate one-fiflh of an industry 
through a technical legal device rather 
than by seeking legislation to subject 
the entire industry to regulation " 

Pointing out that CATV systems 
are engaged in interstate commerce. 
Commissioner Ford argued that "it is 
becoming clear that regulation of a 
service, which has the potential impact 
that wire television has on television, 
should not be left to fifty diverse 
state jurisdictions and countless cit- 
ies." 

The time has come, said Ford, to 
recognize the development of wire 
television as a "significant" national 
force and to establish a comprehen- 



sive regulatory scheme that will pri>- 
vide one fully integrated and unified 
television system. "In short, pre- 
emption of this field by the federal 
government is essential " 

As for the competitive impact which 
CATV could have on television, ( oni- 
missioner 1 ord said that in single 
station markets, a CA'l V system ma\ 
bring into the urban area as man> 
as ten program choices to compete 
with the television station for viewers. 
"If other communities in the station's 
service area are wired and if adver- 
tisers in those communities stop buy- 
ing advertisers on the local station 
the economic consequences to the 
local station arc obvious." 

Suggesting that CATV could play 
a part in the expansion of UHF. now 
that the all-channel law is in effect. 
Ford indicated that the CATV ind- 
ustry and the television industry are 
not really basically divided. "I am 
firmly convinced that all forms of 
television must constitute a unified 
and integrated system, that it should be 
united, not divided, in its objectives." 



California Football May Try Pay Tv 



Los Angeles — The battle lines are 
being drawn for an STV invasion of 
commercial television with the report 
that four NCAA California football 
teams are considering offering their 
pigskin product to pay tv viewers on 
an experimental basis this fall. 

NBC, which won the NCAA 
sweepstakes for the 1964-65 season 
last December with a whopping Si 3 
million bid. is sitting by with its hands 
tied. Hardly jumping for joy and op- 
posed to pay tv on principle, an NBC 
spokesman points out that experi- 
mental forays into pay tv were part 
of the original contract with the 
NCAA. But indications are that it 
will be another story entirely when 
the contract expires at the end of the 
1965 season, since prospective adver- 
tisers arc not likely to respond to 
question-mark exclusivity of football 
telecasts 

Subscription Television. Inc., which 
plans on launching its pay tv system 
July 1 7 in Los Angeles and Aug. 14 
in San Francisco, is also sitting tight 
in the absence of a firm commitment 
from the four teams, but expressed 
interest in snaring the collegiate 
events. One of the big selling points 
of Subscription Television, Inc., has 
been sporting events at a price com- 



parable to bo.x office admission or 
lower. 

Schools involved in the football 
deal are the University of Southern 
California, the University of Califor- 
nia at Los Angeles, Stanford Univer- 
sity and the University of California, 
Berkeley — all headline attractions. 

Grey Billings Grow With 
Addition of Rival Account 

New York — Grey Advertising, 
Inc., continues to post gains vv ith an- 
nouncement that the SI .5 million 
Rival Packing Co. account, which 
spent SSI 4, 170 in spot tv last year, 
has moved into its shop from Doy le 
Dane Bernbach. Inc. 

Rival, which makes Pel Foods, is 
drey's seventh new account this year, 
bringing the agency's new business 
score up to an estimated S2I million. 
Last year. Grey acquired $5 million 
in new billings. Current billing is fig- 
ured at about $106 million as com- 
pared with $75.1 million last year. 

The Rival shift came as no sur- 
prise since an earlier report had been 
circulated that the two-year-old ac- 
count would leave Doyle Dane at a 
"nuituallv convenient date " 



CONTINUED ON NEXT PAGE 
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AT 5 

NAB Will Play No Role in Harris Hearings 

Unofficial talk indicates board members felt timing looked bod, 
although some staffers did think cigaret appearance was called for 



Washington — The NAB joint 
board of directors has announced that 
NAB will "not take any position on 
pending legislation on cigaret labeling 
or advertising." This means that NAB 
will not put in an appearance at this 
week's hearings by chairman Oren 
Harris of the House Commerce Com- 
mittee on 10 bills dealing with the 
problem (June 23-26). 

Corridor talk during board meeting 
here last week, and at the Federal 
Communications Bar Association 
luncheon which entertained board 
members, indicated that the timing 
looked bad to the NAB directors. 

The hearings on the various bills 
to have FTC and/or FDA control 
cigaret labeling and advertising can't 
possibly come down to the wire with 
any legislative action in the tag-end of 
this Congress. But next year might 
produce a different story if the role 
of cigaret advertising on tv is spot- 
lighted in renewed hearings on an- 
other set of legislative proposals. (Cur- 
rent bills will all die in this session and 
must be reintroduced in the 89th Con- 
gress.) 

Rumor had it that some of the NAB 
staff did feel that an appearance at 
the Harris hearings was called for — 
and they w ere at the ready with a pro- 
gram should it have proved neces- 
sary. Rumor also has it that discus- 
sion was wholesome on this entire 



FCC's Loevinger Suggests 
All Broadcasters Join NAB 

Fine Mountain, Ga. — FCC Com- 
missioner Lee Loevinger, speaking be- 
fore the Georgia Association of 
Broadcasters, issued a eall for all 
broadcasters to join the NAB and 
present a united voice in helping solve 
industry problems. 

"I don't always agree with NAB," 
he declared, "but I listen to what they 
say." 

Discussing the FCC's ideas on pro- 
graming, he said that he disagreed 
with the eonecpt of required balanced 
programing as "synthetic." He also 
noted that the FCC is "confused" in 
its rc-hcaring process, arguing that 
there should be virtually no re-hcar- 
ings. 



question. NAB president LeRoy Col- 
lins has not made any statement as 
yet on the situation. 

Witnesses scheduled for the Hfarris 
hearings to be held this week will in- 
clude those Congressmen offering the 
bills, followed by spokesmen from the 
Department of Health, Education and 
Welfare, and FTC chairman Paul 
Rand Dixon. Hearings will end with 
testimony from members of the tobac- 
co industry and others. Committee 
staff points out that all appearances 
are "voluntary." This would indicate 
that no specific request went to broad- 
casters to add their views. This pro- 
cedure also indicates that the hearing 
is of an exploratory nature. 



Washington — In a number of ac- 
tions, NAB's radio board of directors 
authorized waiver of the radio code's 
lime standards for sponsored political 
broadcasts, amended the code in con- 
nection with cigaret advertising and 
formally welcomed the four njajor 
radio networks into the code member- 
ship. 

In waiving code time standards for 
advertising with regard to sponsored 
political broadcasts during the up- 
coming campaign, code director How- 
ard Bell explained that heavy de- 
mands will bo placed on station time, 
that politieal broadeasts are a respon- 
sibility to the community and that 
the code should not be a deterrent to 
the acceptance of political broadcast- 
ing. 

NAB's IV board took the same 
action at an earlier meeting. 

Amendment to the radio code on 
cigarcts in programs read: "The use of 
cigarcts shall not be presented in a 
manner to impress the youth of our 
country that it is a desirable habit 
worlhv of imitation in that it con- 
tributes to health, individual achieve- 
ment or social acceptance." 



TeiePromiaTer Pregidenf 
Reports CATV GrOvftH 

Philadelphia — In a side meetir 
to the National Community Tel&%' 
sion: Association convention^ Tel. 
PrompTer's chairman and preside 
told his CATV managers that tl 
firm's eornm unity antenna systems % 
perienced a greater sub«eriber grfljvl 
during the first five months of fb 
year than in any comparable perib- 

Irving B. Kahn declared that Tffll 
PrompTer's 14 systems now seMl 
46,236. homes, representing 2210 ne 
connections since the beginning o£ tt 
year. Kahn added that i!he company 
systems are "on target" in relatic 
to their projected total of more Ih^ 
53,000 subscribers h^y end of li# 

Kahn further indicated the prq 
ected figure does not take into cm 
sideration several acquisitions t1 
company expects to anncfunce soa 



The advertising section of the* 
was similarly amended. 

In still another action, NAB M 
the four major radio networks hSi% 
made it official — with tlie nets bi 
ing welcomed into formal radio am 
membership. 

Commenting on the new memb© 
ship Gategory which permitted tl- 
networks to join, Howard H. Bll 
director of the code auihorityi polnKf 
out tha^t the radio networks "haw a 
ways supported and eadorsed 1i 
principles of the radio code.'* 1 
added that "this is a sigtifficaw m 
in OUT efforts to further inereasc MS 
code mernbership." 

The move was enihusiasfil^l 
hailed by each network cxceutivce C 
the radio board. 

In aiioihier radio developmenif. it 
board authorized a feasibility sRftI 
into the preparation of an cney 
pedia of sound which could bm.' 
the first major source of auihcut 
so\mds in broadeasting. Also, tif 
board gave the NAB public relatiar 
scr\ ice the green light to go a)iS3 
with plans for production of a f( 
minute color film on radio. 



NAB's Radio Board Amends Code on 
Smoking, Votes Nets into Membership 

Directors also authorize waiver of time standards for sponsored 
political broadcasts, clearing decks for upcoming campaign odvertiM 
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25 New names appear on color tv client rosters 

Hi ill A7/( .wiiini; the pact', .such firms as Green (Ham. Miller 
lirewiiifi. ( hemsiraml ami /.eniifi have i rossed the I 'order into 
color tv aciiviis ihirin\; I9(}4 

28 Tv's appetite — a big one 

Comrihiiiins; editor Dr. John I liayer finds imrif^iiini; trends in 
new tahiiUition.s of fi},'iire.s on the education, employment . .se.x 
and set oniiership of viewers 

32 Sidewalk 'sell' aids N.Y. sponsors' shows 

Xew ens headquarters con.strnction site features 34 IVCnS-l'V 
"Lye on the Community" panels with pro\:ram tapes 

34 Tv commercials testing service debuts on air 

Video-Scope .system for mea.siirini> commercial recall and attitude 
cli(Uif;e is here after two years. $100,000 in development; jive 
aijeiicies. one advertiser sii,'n up 

T IME BUYING & SELLING 

37 Measuring media's three R's — a career view 

Reeo^niition, resi>onsihility and remuneration offered in media 

hold special advanta\;es over more ylamoroits areas of afiency 
work 

TV MEDIA 

40 Fall '64 spot problem: the traffic flow 

Sponsor messdi^es face problem of increasini; complexity of spot 
schedulini;: (u;encies and reps a\;ree more cooperation and under- 
standini; are needed 

RADIO MEDIA 

42 Jingles vs. spoken commercial: which? 

S'ew study reveals listener opinion on the effectiveness of the 
radio ( ommercial when spoken or as a jini;le: 70 percent rei;ard 
radio li.steniny as an active involvement 
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IF WE SOLD TICKETS 
TO ABC'S WIDE WORLD OF SPORTS, THI 



EAR'S LIiNE WOULD BE 19,210 MILES LONG 




i4c World oj Sjwrls is a crazed jdcascr. And xrhal a cnnvd— 

JdOOMO j)C()j)lc so far tins year Here's lehx ABC's Wide World oj Sporls dr(/ci's Ihe 
^sl xeeekly o^a/e oJ an \ regularly se/iedi/led sjwrls shoxe /// felevision. 



("s W itic World ol Sports rovers c\ ti \ thiiij; fiom Uoxini; 
billi.ii (Is, ski jumping to stock tar r.ucs — 7(1 dilTcrcnt 
1 ts in all. .\nd it ti a\ cK all onci the world to do it. Wide 
rid crews lia\c coveted over 'J 10 events in '_'(") coinitiies 
> ( ontineiits and in 'Vj \niciitan states. 

ports fans have learned to look lor the iiniisiial and lui- 
lOftcd when Wide World of Spoi ts covers an event. Its 
tvs pioneered the use ol poi table, hand held cameras. 
£\ hire hinnps to t an v cameras. 1 hey hoist cameras up 
6 150 foot nanes. 1 hev pnt tamer. ts in skv div er's helmets, 
lootb.dl htiddles and on the hoods ol Grand Prix cats. 
It'v use p.n.d)olii and i.idio fiecpiencv microphones to 
\' li all the inii«pie sounds that aie pai t of the intense 
Etipetition ol spoit. leihnicpies which have now been 
U i.ited l)v ev erv major net woi k. 

I nchornien Jim McKay and Uill FIcmming i;ct cxpeii 
jp> Avith their (ommcntarv l.ddie Xicaro, Stirling .Moss. 
< Kramer. \'ic scixas. I'lill \V((k. \inold P.dmer, (^.nol 
I ss, " Sug.n ■' Rav Robinson and .\ndrca .Meade Lawrence 
I'sports greats who h.ive "been theic" and now add iheir 
'wietlge to Wide World's coverage, 
he nndiiple sports events covered in cat h week I v 90 
itite Wide World ol Spoits telecast help atti act one ol 
vision's l.ugest luuhiplicatecl sports audiences. These 
veis h.ive ah eaciv seen six m.ijor woi Id's lecords smashed 
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this V ear and the recent stop-action an.tiv sis of the Clav 
1 .iston Clh.mipionship light was one of the season's most 
talked about spoils piogr.ims. 

\\\{. Spoils continius lo seek oiii the most niiicpie, excit- 
ing and Jttiactive spoils events Can 1 1 nth . Wide World of 
Spoils V ii wei s .u e seeing the I ndi.m.tpolis '"iOO" highlights. 
National Cv inn.ist ic Championships and the I-.nghsh I )ci bv 
lioin I.psom Downs. 'I hev 11 be w.tic lung the National .\.M' 
.Men's .md Women's I r.tc k and l ield (.hampioiiships, the 
Soap r>ox Deibv and I'lill X'eei k's pungent commentary. 

In short, wheievei 01 v\ lit nev t 1 people g.itliei 10 v\ .itc h 
a game or 1 ac e. voii ie likelv to find an .\V>C. camera ciew. 

M'jC le u lied .1 long tune ago th.it the best v\ av to attract 
a sponsor is 10 ch .ivs a c iov\cl. 

How in tlir uorld lio sou get a line l!l,21ll niilfs loiii;? 

Sintpli . Since j.imiarv <'> ">(1M nOO dilh rem li )ni( s I i\ < uinrd 11 
Wide Will Id of Spoi IS N It be II t ( poT Is 111 .i\ < I .t^t ol \\\<t \ K\»( is It) 
lliese homes (i li.ii us 7 1 ')00 ptopi* I Iic'.in 1 1 ii;e line" 

(oni. litis 7 people per 10 feel v\ e liRitrc d ili.ii ovii No \ou dntdc 
7 tiiio 71.111)0 mil) .Hid (oiiie up vmi!) 101 L's'>71 led < 1 1".2I0 
Hides \ reiii.irk.il>U' si.iiisiii ' 



\BC Television Network 
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RINGMASTER JOE FORD 
IN THE 

BIG TOP RADIO CENTER RING 
3:00-7:00 p.m. 




Report 



Timebuying by computer: behind the scenes 

■ My Publisher's Report a few weeks back was titled "How 
the computer will buy time." 

In it I listed the three kinds of information that 1 believe will be 
fed into the monster, namely (1) ratings, (2) demographic data and 
(3) personal judgment information. 

From the mail 1 have received, plus other indications of interest, 
it's obvious that the subject of computer timebuying is something 
that many readers want to know more about. 

Spo.vsor will be reporting on this in the weeks ahead, following 
the extensive series on data processing in the world of riiedia which 
it began three years ago. The first series dealt with the coming com- 
puter era in timebuying. emphasizing the inevitability of its develop- 
ment and what it would do to improve media results. The new series 
will bring our readers up-to-date, take them inside agencies which are 
readying computer buying systems, take a look at the people who are 
spearheading the work, point out the ways that computer programing 
is being tackled. 

We'll show what's being done to minimize the arch-enemy of 
computer buying — GiGO. 

GiGO means Garbage In, Garbage Out. 

From discussions I've had the past few weeks, it is obvious that 
hard work is going on in every major broadcast buying agency to 
prepare for station selection by computer. Following is a sampling 
of people engaged in initiating the effort: Frank Gomer, FC&B; 
Grace Portcrfield, Benton & Bowles; Tom Wright, Leo Burnett; Joe 
St. George, Y&R; Kelly Taeger, McCann-Erickson; Dan O'Neil, 
SSC&B; Mike Donovan, BBDO. 

Apparently, clients are relying on their agencies to provide 
facilities for media selection by computer. Most whom I have can- 
vassed, although they work with data processing in administrative, 
manufacturing and sales, know little about media selection progress. 
1 hear, however, that General Foods, with David Milliken heading 
the project, has been working for a long time on a media selection 
program based on product usage profiles. The soaps, especially Proc- 
ter & Gamble, are working overtime to keep in the forefront of the 
data processing evolution. Much of this is hush-hush. 

I was told some while back that at the big agencies the architects 
and project heads of the computer media buying programs are the 
media heads — the old hands. I've been checking and find this to 
be true. Almost invariably it's the oldtimers, who know stations and 
market values in relation to stations, who are leading the parade. 

I'm told that stations can expect an increase of visits by agency 
people seeking fresh evaluations of stations and markets for computer 
programing purposes. There's a definite danger, too. that stations 
will be run ragged by agency requests for demographic data. It's not 
loo early for organizations like the Station Representatives Associa- 
tion. TvB and RAB to urge the 4As to join hands and prepare 
standards which will allow stations to cooperate within workable 
limits. 
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On His 20th Anniversary in Broadcasting 



Senate and House Leaders Agree 
Joseph McCaffrey of WMAL 
is Washington's Outstanding 
Capitol Hill Reporter 



Congressional leaders pay tribute to MeCafTrey on the floor of 
the House and Senate: 

"an impartial and outstanding job ... I become better informed 
listening to his programs ... in my opinion he is one of the 
nation's outstanding reporters." Senate Majority Leader Mike 
Mansfield 

"He is knowledgeable, and his reports are so faetual that many 
of us listen to him to help us in our work." House Democratic 
Whip Hale Hoggs 

"highly respected among the citizens of Washington for his in- 
tegrity and fairness . . . intelligent and honest reporting." House 
Democratic Leader Carl Albert 

"His daily WMAL report on Today in Congress is a most valu- 
able summary of Congress' activities for Members of Congress, 
for Government oflicials and for the citizens of this area." Rep- 
resentative Frank T. How 

. . the great contribution he makes is that he ean take a day 
In the Senate . . . and put what was done into 2 or 3 suecinet and 
easily understood paragraphs." Senator Warren G. Magnuson 

It would not be possible "for any commentator to report events 
with a higher degree of impartiality or . . . objeetivity than Mr. 
MeCalTrey." Senator Sanuiel J. Ervin. Jr. 

Since 1944, "Joseph McCalTrcy has distinguished himself ... by 
[his] clarity and accuracy . . . high sense of ethics and impartial 
presentation of the news." Representative Paul G. Rogers 

{Qiioitiiionx jroin the Conor i ssioNAL Rlcord) 



On June 6, 1944, Joseph Mc- 
Caffrey launched his distinguished 
career in broadcasting and tele- 
vision. 

Today, Joe is one of the most 
widely-quoted, highly respected po- 
litical reporters working on the Hill. 
His name appears so often in the 
pages of the Congressional Record 
that some sections read like 3 
WMAL script. His substantial 
Washington audience includes bi- 
partisan partisans in Congress, 
many of whom took time out on 
June 5 and 6 to pay tribute to his 
20 years of outstanding service to 
the news media. 

Few Washington reporters have 
McCaffrey's personal resources — 
wide Congressional acquaintance- 
ship, experience, insight, camiera 
presence. This year the Washington 
chapter of the National Academy 
of Television Arts and Sciences also 
honored him with an Emmy for 
Close-up: The Capitol With Joseph 
McCaffrey, "the outstanding locally 
produced discussion program." 

Joe McCalTrcy has been a key 
member of our 25-man stafT of news 
and public affairs specialists since 
1955. helping to make WMAL-TV 
& RADIO the news authority in 
the Nation's CapitaL 



NEWS AUTHORITY IN THE NATION'S CAPITAL 

0wmal radio and television®- 
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GOING UP 



A I t OF I nr. controversial door 
slamming that's going on can't de- 
flate the good things baking in the 
broadcast advertising oven. 

While the industry wrestles with 
solutions to the problems of clut- 
ter, piggybacking, commercial loud- 
ness and self-policing codes, the 
elements that indicate continued 
quantity-and-quality expansion for 
radio and television are everywhere. 

In the dollars and cents depart- 
ment, more information than ever 
before is being researched aad de^ 
veloped by individual stations and 
groups, as well as by the networks, 
that is designed to sell the industry 
first. Issue aflcr issue of SpoNSOii 
has been carrying features that go 
directly into the tool kit of the 
timcbuycr and client decision- 
makers — features that spearhead 
the trend toward making the nla- 
terial in all local, regional and na- 
tional pitches and presentations 
fodder for the computer. 

There is no panic in the streets 
of the broadcast community Over 
the threats of fee-video and mush- 
rooming CATV. Good, business- 
like concern, yes, but \/ith a de- 
clared watchfulness that sf)ells out 
fee-video's intention to be a tnugh, 
siiriie'-systehj competitor if and 
when practical reality ticmands it. 

Color, as a television revolu- 
tion, is history: now its dynamics 
lie in its inmiinent explosive 
grov\ th, .Set costs have come down 
and sales are going up. Today's 
neu's footage tomorrow's history 
— will be veen, in color, by gen- 
erations to come. 

And Charles Sinclair's story on 
new cok>r advertisers, in this issue, 
is mure proof that, when it comes 
to veiling and informing the public, 
the ad\crtiser is anything, but lag- 
ging in the best creative sense! 
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Radio Never Brighter 

•Your Miiy Newsletter triggers 
this thank you for your pushing 
of radio so consistently both there 
and in Sponsor. 

My recent personal contacts 
with both advertising and market- 
ing men convince mc that national 
radio's next years — especially 
spot radio's — will be bright. Ra- 
dio's selectivity (differently pro- 
gramed stations do reach different 
types of people) is a vitally im- 
portant factor for marketers to- 
day. They must target their ad 
messages more and more. 

Our big problems? Measurement. 
The presently inadequate rat- 
ings are a serious handicap both 
in the data they offer and the 
way they get it. And — image. 
Too many top executives still think 
of radio as that thing their teen- 
agers turn on to make the parents 
uncomfortable. As the story of 
radio's many good quality stations 
is better told at high levels, we'll 
move much faster. 

Our Charles Harriman Smith 
studies have gone far to show 
the effects of good programing 
with the good customers. Your 
fine story was a big help. 

Maurii Wfbsti r 

\'kc President and General 

M another 
Cits Radio Spot Sides 
Xeu- York, N.V. 



They Like 

A million thanks for the ex- 
cellent treatment you gave the 
story of our Late Show's 1 5th 
Anniversary in June I Sponsor. 
You caught the real flavor of the 
whole promotion. 

Pill 11 IS R. DOHERTY 

Dircetor of Press Relations 

nXAC-AM-T\' 

liostoii. Mass. 



Story Will Spur 

Man\ thanks for your great 
story "Hou — To Record a 
lough Remote — At Half the 
Cost" — in your June I issue . . . 
and all that art too! 

^^'e'vc had tremendous success 
with our M\'I' (Mobile Video 
I ilm) sxstcni, and doubtless your 
story uill serve to stimulate ir.- 



creascd interest and request faf 
this service. 

Ernest E. Snazelle, Jtt, 
President 

Snazelle Productions, Inc. 
San Francisco, Calif. 



Information, Please 

This time Tm the one with tjj, 
problem: How does one go ah&ui 
syndicating a radio series, or, h;a» 
does one find an agent who can 
handle such matters? 

The background here is simf Ij. 
At the request of a state-widg or- 
ganization of dairy farmers thai 
wanted a radio program to attratl 
middle-class housewives I. devel- 
oped a radio series with Dr. LTitIi 
a psychiatrist. 

The program deals whh tkc 
problems of everyday living, 8j#t 
as jealousy, hate, anjger, madlft 
disharmony, teenage behavior, .etc 
1 pose the questions such as , 
think members of the public migh 
inquire if they had the eha:Otf' 
and Dr. Little answers my qui" 
tions in lay terms. We let 'iM 
audience listen in on our coniPer- 
safions. 

We produced 78 programs mm 
the facilities of WTIC Hartferl 
The shows were first aired oW 
WTIC and since have been braa\l 
cast over six other Connecticul sia 
tions. 

Because the program has sufili 
broad appeal — everyooc h^a. 
problems — we belie\'e the isf * 
has, possibilities in other areas tha 
Connecticut. Hence the problen) 

How do we go abnut puttin 
the program into the handf c 
professionals Who might be stl 
to do something about makinf 
available throughout the Unite 
States? 

If you ha\'e any suggestiom 
if you can refer me to sornefin 
who pan help solve the problen 
I'll be more than apprgeigti* 
Mcunwhiic, let nic .say t'nat I. # 
joy Spo;nsor every week. 

Rot AND B. Swixii. J% 

hxeeiitive Producer 
"What's Your Prolrlein?" 
Storrs, Conn. 

v\\ NOTiu SfosisoR is always gla 
to enepurage new radio seriefc. h 
icrcstcd syndicators should 
Dr. Smith. 



THE WEEK in WASHINGTON 

PRESS TIME REPORT FROM OUR WASHINGTON NEWS BUREAU 



June 19, 196h 

As this column went to press last week, th^ NAB t>^ 1 vision board of 
directors had swiftly approved code amen dir. nts to cut back on non-artistic 
credits and otherwise limit inroads on program tim by non- nt rtaining 
tt^asers — but it was in something of a bind on pay tv and CATV. 

The tv board ' s weekend "action" on pay tv was a d cision to take no 
further action. The board evidently left the pay tv situation as is, rather 
than stir up any more debate between CBS ' Richard Salant , who says NAB wants 
legislative kill of pay tv, and NAB's president LeRoy Collins who insists 
there is "opposition" but no legislative pleas to ban pay tv on the associa- 
tion ' s record. 

The tv board would only repeat NAB ' s previous declaration : that it is 
against home- fed subscription tv, wired or aired, that th*^ public should be 
informed on what it stands to lose , that NAB will await further recomr.enda- 
tions from its special Future of TV in America Committee and its staff — 
and the latter combination has not decided to try for government action 
against wired pay tv. 

The tv board did come out roundly for government control and licens - 
ing of community antenna systems to protect individual stations . But a dis- 
maying complication arose when Rep. V/alter Rogers (D-Tex.) warned in a Geor - 
gia speech that laws curbing CATV meant "complete government control" of all 
broadcaster business would follow. 

Rogers , who led the squelch of government limits on broadcast commer- 
cial time , strongly suggested that NAB and CATV get tog-th'='r to work out dif- 
ferences and keep off the hill. NCTA chairman Fred Stev nson reportedly was 
prompt to declare himself agreeable to a parley . 

The tv board meeting here last week had not yet approved the final 
terms of legislation proposed to give FCC lic^ns^ power over community anten- 
na systems — but the broadcaster stand was uncom.promi singly tough. NAB 
believes CATV should be held to status of an auxiliary broadcast f'lnc- 
tion . 

The NAB would like a ban or limit on CATV right to originat programs 
or to duplicate local station programing in the CATV's s rvice area. 

The NAB board does not object to joint ownership of ^ATV syst ms and 
broadcast holdings -- nor does it feel CATV syst ms should b count d in mul- 
ti-ownership tallies . Both of these angles ar-^ op n to q.^stion in FCC ' s 
recent request for soul searching on the whole CATV-broadcaster problem. 

There will be a moratorium on the tv code ' s corjicrcial limits for spon- 
sored political broadcasts in 196U . Code authority dir ctor 11 ask d for 
the waiver to m^ke sure nothing stands in th^^ way of station acc ptanc . of 
political broadcasting — a big community responsibility of br adcast rs . 

■— CONl NUiD ON NfXr PAGE - 
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Ammunition to make advertisers and the general public more aware of the 
code adherence by individual broadcasters is on its way in a PR kit to sta- 
tions. NAB's promotional arm, the Television Information Office, will ask 
for an increase in rates for subscribers to this office^ to be base-d on cur - 
rent rather than 1959 commercial card rates . 

New faces now on NAB boards : Willard Schroeder, vp of Time-Life Broad- 
casting, Inc., and of Wood AM-FM-TV Grand Rapids, Mich., was elected chair- 
man of the joint board of directors, succeeding William E. Quarton^ WMT, 
Inc., Cedar Rapids, Iowa. Schroeder is a member of the radio board, wsLs 
formerly a chairman . 

Elected to the tv board : as chairman, Mike Shapiro, WFAA AM-FM-TV 
Dallas; as vice chairman, John F. Dille, Jr. , president WSJV-TV South Bend, 
Ind. , and W^JQ-TV Fort Wayne, Ind. Elected to the radio board : as chairman. 
Rex G. Howell^ KREK Grand Junction_, Colo.; as vice chairman. Jack W. Lee, 
WPRO Providence. 

Senator John 0. Pastore, chairman of the Communications Subcommittee 
of the Senate Commerce Committee, took the occasion of a token hearing on 
the reappointment of FCC Commissioner Frederick Ford to blast off on the 
FCC ' s failure to provide breathing room for ABC via VHF drop-ins in two-sta - 
tion markets . 

Pastore said dominant position of networks NBC and CBS is no reason 
to criticize them. The Senator said they are in a superior campetitlve 
position to the third network because of FCC ' s "inexcusable vacillating " 
on the allocations problem — especially its failure to put that third drop- 
in VHF in two -VHF markets. 

Commissioner candidate Frederick Ford assured Pastore he was on the 
same side on this question. There is a petition for review before the FCC 
right now, and he personally will do all he can to push it, but "he doubts 
very much" if anything will be done to reverse the FCC ' s last decision (k to 
against the VHF drop-ins . 

Pastore said it was bad enough when Congress, through the all -channel 
set legislation, "dumped" its responsibility for a better competitive Setup 
on the tv set manufacturers — it seemed better than nothing, even though 
some people , having to buy the more expensive sets, will never be within 
range of an ultra-high station. 

Pastore thinks the latest FCC suggestion to force broadcasters to take 
percentages of network programs to help build UHF service is a further "dmrip - 
ing" of responsibility by the FCC . 

The senator fumtd about FCC promises of a competitive pie-in-the-sky 
for three networks, somewhere in the UHF future — "but their promises are 
beginning to sound like a broken record. " He can't understand why they "ob- 
stinately" refuse to at least get the third network programing in the top 
two-station markets via drop-in VHFs . 



Lee Calls for All-Out Action on UHF 



Commissioner asks all segments of industry to 
ri:se to occasion; suggests repeal of excise 
tax as spur to increased set distribution 




liobert E. lee 



Koi York — In an impassioned 
pica for the immediate expansion 
rtf UHF. 1-CC Commissioner Rob- 
ert E. Lee. one 
of UHF's most 
dedicate d 
friends. last 
week called on 
"all segments of 
the tv industry 
— component 
maker, set man- 
ufacturer, distri- 
butor, retailer 
and broadcaster 
— to stop playing ostrich and lift 
their heads out of the sand." 

Speaking at the ANA's tv work- 
shop. Lee declared that, with the 
new all -channel receiver law. UHF 
iji, "on the march and nothing will 
stem the tide; this despite the fact 
that the affiliation policies of the 
three national networks are work- 
ing against the economic viability 
af the new baby." 

in order to hurry UHF develop- 
ment. Lee suggested the speeding 
of set manufacture and distribu- 
tion, abetted by a sales and educa- 
tional effort, and the repeal (at 
least for a few years) of the federal 
excise tax on all-channel receivers. 
This, he argued, would put the new 
sets on a competitive footing with 
tfie old VHF receiver and make 
UHF more palatable to the con- 
sumer pocketbook. 

"Unfortunately," he declared, 
"there appears to be a 'who needs 
ft?* attitude on the part of some 
dealers in cities not nov, serviced 
by UHF broadcasting . . . Obvi- 
ouslv. soniebodv has to start the 
ball rolling." 

UHF, Lee said, is a gcxul bu\ 
dow and in the future. "I predict 
it will follow the pattern of the 
sarly development of \'HF where 
it took guts and a considerable 
Iniount of money to put the sta- 
tion on the air and sweat out the 



loss period inherent in any new 
venture." 

Commissioner Lee told the ad 
men that the development u ill 
come first in the larger markets 
and "may well he the means u here- 
by subscription television will make 
the break-through that most stu- 
dents of the subject are satisfied 
will come and will be supported 
by that percentage of the public 
who would pay for more than they 
ncnv are able to obtain free." 

He added that an important fac- 
tor in the development of UHI' 



stations udl Iv an upsurge in Iwal 
ad\ertisnig " I he local advertiser 
finds it (.liflicult to justify the high 
rate that he must pay for an ex- 
tended coverage beyond his mar- 
ket. .More competition . . u ill 
undoubtedly reduce rates in those 
large markets where there has been 
a limited number of f.icilities." 
(I'or a slightiv different \ieu. see 
the adjoining report on a speech 
by KiV:H*s Diet/.) 

The pipe-line of \'HF-on!y sets, 
the commissioner continued, should 
be completely emptied by Septem- 
ber 1 . At that time, he a aticipates 
a mult i-million-dollar campaign 
promoting all-channel sets. By 
1964. he predicts, total tv set sales 
u ill be "a fantastic 15 million." 



K&E's Dietz Sees Possible Dollar 
Problems In Store for UHF 

Says there may be economic trouble for tv 
unless specialized audiences are developed, 
calls for radio audience studies 



New Bern. N. C. — N'icwing the 
expansion of UHI-" as potentially 
either a blessing or a threat. Ste- 
phens Diet/, ex- 
ecutive vice 
president of 
Kenyon & Eck- 
hardt. Inc.. last 
week told the 
North Carolina 
AsstKiation of 
Broadcasters. "I 
believe it is time 
for advertisers 
and agencies to 
add their comments on this u hole 
L'HF situation." 

Diet/, said; "L'p to now. we have 
generally kept our mouths shut, 
figuring it was primariK a problem 
between \ou and the commission. 
But we are uoinc to be affected 




Si«phens Diett 



by what happens, and our reac- 
tions are of cmirse going to affect 
you." 

Diet/, also touched on "clutter." 
critici/ing broadc;isiers for trying 
to make advertisers and agencies 
the scapego;it. And he called on 
the radio [vople in his audience 
to do a better job of diKumenting 
audiences. 

On the expansion of I HP. he 
declared. "If the present drive for 
all-channel receivers has as its ul- 
timate and onh effect more sta- 
tions, c.ieh re.iching .i far smaller 
share of siibstantiallv the same tv 
audience — then we believe tele- 
V isiitn is going to be in serious 
economic trouble \\'e know that 
in such .1 siiu.ition there vv ill be 
an effort to ch.irce us the same or 
more for dcliverinu less. \nd 1 
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promise \oii — you uill find it 
\cry rugged going." 

If the K&E executive \ ieued 
w nil alarm, lie also had a eon- 
struetive suggestion for the broad- 
easters: " If what happens is not 
that we have a great many more 
stations each reaching a smaller 
share of the same audienee. but 
a great many more stations with 
the new stations reaching a spe- 
ciiili/.cd and differentiated audience, 
an audienee which in itself is im- 
portant to particular advertisers, 
then 1 believe there may be some 
hope for the situation." 

He said that the way to build 
such a specialized audienee was 
beyond his ken as an advertising 
man, "but I can promise you that 
we in advertising are going to be 
looking for such specialized aud- 
iences with increasing keenness in 
the years ahead." 

1 urning his attention to clut- 
ter and piggybacks, he indicated 
disappointment in the course taken 
"in the current public debate on 
so-called multi-product comnier- 
cials. From everything I've seen 
and read on the subject, it appears 
that broadcasters are simply being 
forced to endure the insatiable 
greed of the big, bad advertisers 
and their agencies." 

Dictz called on broadcasters to 
be ' aware of the dangers in join- 
ing in the accusation of advertisers 
who are. after all, as much a part 
of the broadcast industry as the 
broadcaster." He also called for 
recognition that the imposition of 
unfair restrictions on advertisers 
"is a contradiction of the meaning 
and aims of the self-regulation 
concept." 

Dealing directly with clutter, he 
pointed out that "30-30 coinnicr- 
cials" constitute such a small por- 
tion of total broadcast time that 
it "... argues strongly against 
making them the scapegoat for all 
the malpractices of the industry." 

SiK'aking directly to the radio 
side of broadcasting. Diet/, said 
that the need for docuinenting 
audiences is well known. "I urge 
}ou. in your interests and ours, 
to develop this documentation. Gc. 
out and talk to the people ulu 
listen, and let us hear from them 
and about them" 



La Roche Gets Lestoil Nod 
In Surprise Jump from F&S&R 



New "Vork — To the announced 
surprise of Fuller & Smith & Ross, 
Inc., and the undoubted pleasure 
of C. J. LaRoche «fe Co., Inc., the 
multi-million dollar Lestoil/Bon 
Ami account (with well over 90 
percent of its billings in tv) has 
suddenly switched agencies. 

And not because of an nnemic 
sales picture. In announcing the 
move to LaRoche, Owen J. Car- 
roll, Lestoil's vice president for 
marketing, readily admitted that 
the company's sales have grown 
in the three years with F&S&R, 
but he added that "we cannot leave 
any stone unturned in building our 
consumer franchise and increasing 
the efficiency of our advertising 
dollars." 

in commenting on his new 
agency, the Lestoil executive said, 
"We are very impressed with the 
new management of C. J. LaRoche 
and we feel they can make a tan- 
gible contribution to our marketing 
and advertising efforts." 

Robert E. Allen, president of 
F&S&R, expressed his surprise at 
the turn of events, pointed out 
that the agency had been handed 
Bon Ami in January, and had 
even hired a new man for the 



Tidy Home paper products ac- 
count given them in June. 

No estimate of total Lestclfli 
spending was released, but witTa a 
dozen or more products involvefl 
it is well in the multi-million dot 
lar bracket. 



Actors Meet Tonight; 
Possible Strike Seen 

HoUpvood — Possible strike ac- 
tion here at the Screfin Actora 
Guild meeting tonight. The geB- 
eral membership meeting has btSn 
called to hear a report on the guF 
rent status of tv program contract 
negotiations with the Assn. of lyfe 
tion Picture and Television Pf6^ 
ducers. Guild's present colleitive 
bargaining agreement expires mi?d 
night, June 30. 

Guild proposals to productCS 
include changes in existing coniraiet 
covering actors, singers and stu|it> 
men in tv entertninnient filnrs. In 
volves increases in residual paj*- 
ments for reruns, payment jfec 
foreign tv exhibition, length of the 
work day and work \vcc^^% oveT- 
time. No demand has been madf 
for a hike in basic minimum rates 



Everybody Into the Election Pool 




The heads of fhs three network news services and two rtiajor wire services agree to- 
provide first nation-wide pool in election returns .coverage. They are (left to ricjht)'. 
Fred Friendly, CBS News president; Wes Gallagher, AP genei^al manager; Wim" 
Thomason, UPl president; William McAndrew, NBC executive vice president in ch^rgl 
<\\ news, Elmer lower, ABC News president. 
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Participation 



Favors Tv Sponsorship over 

J Grey ad exec hits dubious placement of commercials, 
double-spotting, clutter; sees sponsorship as answer 



iXew: York — In many in- 
striinces, better advertising results 
fean be realized by program spon- 
sorship rather than participations 
— despite the current rush to 
participation buys, Howard Eaton. 
f\cc president in charge of tv pro- 
graming. Grey Advertising. Inc.. 
told last week's ANA Iv Work- 
shop. 

liaton pointed out that in the 
|95iS-59 season 95 percent of all 
tv time was in sponsorship form. 
Today. 53 percent of tv time is 
purchaseil on the basis of participa- 
tion. 

In staling the case for sponsor- 
ship, liaton cited four areas: 
"Placement of commercials, dou- 
ble spotting, product protection 



and the use of the cast commer- 
cial. 

In the area of placement, he 
said that advertising has suffered, 
because in participation sinnvs 
"ilecisions regarding program for- 
mat and there l\>re the place- 
ment of commercials — have be- 
come almost e\clusi\el\ the pre- 
rogative of the network . . . rather 
than decisions involving the ad- 
vertiser nnd the agency." 

Eaton added that in many cases, 
the commercial was damaged be- 
cause of adjacent "clutter," 

"A second point of difference 
between participation bu\ing and 
sponsorship buying." he said, "lies 
in the great uncharted realm of 
double-spotting, a practice which 



most of us .lie ei>n\ uued h.is a 
negative cfleLl on cimiiiicrci.il ini 

pact." 

I his season, be pointed out, 
nearly 25 percent of the commer- 
cials in participating shows were 
double-spotted in programs which 
ran more than an hour in length 
"I iowe\er, I .ini absoluiel\ sure 
that within five )cars. double- 
spotting will be commonpl.icc in 
all participating programs af- 
fecting up to four minutes in a 
I) pieal hour show ." 

Product protection is another 
serious consideration. according 
to the Gre\ executive. "In man\ 
participating programs ... a brand 
can no longer Iv assured that his 
competitor won't be in the same 
show." 

i-aton continued' "A final — 
and often overUmked or under- 
rated — plus which accrues to the 
advertisers who sponsor a pro- 
gram is the cast commercial . . . 
After all. the commercial using 
the star of the show has a chance 
of obtaining the s.ime levels of at- 
tention as the show itself." 

On piggybacks. |-aion s.iid ihe\ 
could well constitute another rea- 
son to consider program sponsor- 
ship. "As you denia nd more and 
more piggybacks." he declared, 
"you w ill ca re less .uul less about 
the en\ ininment of the commer- 
cial . and the environment w ill tlc- 
teriorate." 

Berates Anachronisms 
Of Internal Critics 

I.os Angeles — R.AB president 
Edmund Bunker took a direct swip<. 
at that segment withm the radio in- 
dusir\ which has been agit.iting for 
the return of audio dr.im.i 

Addressing the 1 lollv wood \d 
\ertising Club. Bunker eritiei/ed 
Miead-in-the-s.iiui" e\eeuti\es who 
are too bus\ offering "unrealistic 
and d. imaging criticisms of the 
medium to open their ears to the 
exciting, inlorm.it i\e .ind entertain- 
ing sound of r.idio. eire.i 1 *?64 " 
This "anachronistic attitude" pl.iv s 
"direcsK into the hands of those 
who profit b\ an> undermining of 
our d\ n.mnc medium * 

I? 




i-Billboards 



iNt»vv Ycxrk — In a step-by-step 
sliitus report on the activities of 
the ANA's broadcast committee. 
John VV. Burgard. chairman of the 
committee and vice president of 
Brown & Williamson Tobacco 
Corp.. laid heavy emphasis on the 
limitation of billboards in tv adver- 
tising. 

Pointing out that ANA has 
recommended onh one lO-second 
commercial billboard at the open- 
ing and closing of each half hour, 
he told the association's tv work- 
shop that the networks have been 
rehictant to accept the ANA recom- 
mendation "because the\ sa\ many 
s;pt'>nsors insist on billboards on 
CYtfry show even if the> have only 
one minute in the show." 

Burgard added that after ANA's 
recommendarions were made pub- 
lic, there was comment b\ certain 
agency media men to the effect 
that no client of theirs wanted to 
give up billboards. "I just can't 
understand such a statement in rehi- 
tfen to our recommendation. Does 
afiy one of \ou feel that five sec- 
onds or. in some cases, three and 
one-third seconds sandwiched in 
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. . . can be compared with a single 
lO-seeond billboard?" he askeil the 
ad men. 

Aside from viewer reaction at 
having five different products in a 
row flashed at him. iiurgard con- 
tinued, "which can onh cause him 
to cry 'overconinierciali/ation' and 
be an ncned. think of the effective- 
ness of UHir ow II message. As well 
\ou k now . most of these triple bill- 
boards are voices over slides, and 
>ou can do little more than flash 
the product." 

Shifting to placement of com- 
mercials. Burgard said that an ANA 
monitor report showed that "nianv 
of them are not "in program' at all. 
If the television advertiser or his 
agency fail to consider what is 
happening to their advertising as a 
result of this condition (clutter). I 
would be ania/ed. If the broadcast- 
ers fail to rectifv it. thev are court- 
ing disaster .... I hope that the 
individual television advertisers 
will be sufficient!) coneeriied to re- 
view what is happening to the ef- 
fectiveness of their own commer- 
cials a nd advise the bro.idcasters of 
their position." 



Housewife Attention to Tv Same Day or Night 



FC&B, NL&B report to ANA workshop refutes theory 
that daytime tv suffers from attention lack, sees 
end commercials just as effective as middle 



New ^ Ork — Despite chores, 
children, door-to-door salesmen and 
a body of presumptive evidence, tlic 
American housewife would appear 
to be as alert to the tv commercial 
message in the daytime as in the 
evening — according to a joint re- 
search eflort by Foote, Cone & 
Belding, inc.. and Necdham, Louis 
&. Brorby. 

in an unusual cooperative effort 
to lake "another look beyond the 
ratings," the two agencies joined 
forces, concentrating their study on 
the viewing housewife. The results, 
presented at last week's ANA Tv 
Workshop, indicated that while 
there were substantial differences 
between set tuning, housewife view- 
ing, commercial recall and com- 
munication, "surprisingly, there was 
little or no difference between night- 
lime and daytime viewing." 

"Prior to this research," declared 
b'rank J. Gromcr, Jr., vice president 
and director of marketing services, 
"a great many of us in the 
business believed that daytime tele- 



vision suffered from a substantially 
lower level of viewer attention than 
nighttime television. This, coupled 
with the much higher level of com- 
mercial activity in the daytime, sug- 
gested that the average daytime 
commercial was much less effective 
in exposing and communicating an 
advertising message to consumers." 

Explaining NL&B's participation 
in the joint project, B. Blair Ved- 
der, Jr., vice president and director 
of media and programing, said, 
"With the rising costs of tv adver- 
tising, and the increasing risks that 
these costs pose to the adver- 
tiser, wc — and our clients — 
have long felt a need to look behind 
the ratings if a realistic and mean- 
ingful measure of tv's cost effi- 
ciency was to be found. 1 think we 
will all acknowledge that what the 
advertiser intends to buy in any 
medium is not so many sets tuned 
nor copies sold, but individuals to 
whom he can communicate his sales 
message." 

Cautioning against over-general- 



ization and emphasizing that tjic 
nature of the research is as impoi- 
tant as the research itself, the two'' 
agency men pointed out that thg' 
spark for the project was a study 
conducted by FC&B in Oueeni 
County, N.Y. This was followed by 
a more ambitious study in St. Louas. 
NL&B joined forces with FCs&B 
with its own study of housewife 
viewing in Chicago — and, 
certain understandable variation!,, 
the results were substantially the 
same. 

It was pointed out that neither 
study measured the extent to whitfh 
evening tv reaches working women: 
over daytime, nor the extent In 
which evening tv permits coverage 
of other members of the familf 
than the housewife. "Even so," de- 
clared Vedder, "for the advertiser 
whose target is the housewife, thcsf 
figures arc pretty compelling evi- 
dence of daytime's effectiveness 
relative to nighttime." 

Another important area covert 
by the detailed report was the pos!' 
tioning of commercials. Finding 
here indicated that "at the Icueils 
of housewife viewing and pQssiblt 
commercial exposure, bcginniO| 
and ending program commerciaJl 
perform equally as well as middle 
program coniniercials." 

Suggesting a hidden mcaniul^ 
Vedder said, "It is possible thtl, 
what this confirms is the view hcM 
by some that programing which 
heavily involves its audicnee maj 
have an adverse effect on eonrmer* 
cial attentivencss when sueh pr0* 
graniing content is interrupted? fe 
it possible that advertising coni- 
munication is depressed when thjf 
viewer is pulled from a peak 0f 
interest in the program into a oonjr 
mercial? i 

"If this is true, then these finidinfS 
do not give a elean bill of health lo 
all the non-program material whilll 
usually adjoins the beginning Itnd 
ending commercials. If thi»s mrt- 
program material were cleaned up, 
the commercials in the opening aii' 
closing pK^sitions might be &MU 
more effective than they 'axwC 
Vedder concluded* 



BETWEEN SESSIONS 




Talking it over »i the annual ANA Tv Workshop ttrm (left to right) John W. Btjrgard, chairman 
of ANA's Broadcast Committee, and vice president of Brown & Williamson Tobacco Corp.; 
Frank Gromer, Jr., vice president of Foole, Cone & Belding; Victor A. Sholis, vice president 
WHAS Radio and TV, and Robert Dobbin, director of advertising. Best Foods 
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J, Walter Thompson 
Elects Dan Seymour 




ANA Meeting Hears Crystal Ball Musings 
About Television's Next Five Years 



Ckn Seymour 



Norman Strouse 



Nc»v V«irk — Dan Scynicnir, 4'). 
chairman of J . Walter Thompson's 
Executive Committee, has iieen 
elected the agency s fourth pres- 
ident and chief operating officer. 

Norman H. Strouse. 57. became 
chairman of the board and con- 
tinues ns chief executive officer. 

Seymour joined the agency as a 
senior management executive in 
1955. l.ast year, as chairman of 
the executive committee, he as- 
sumed responsibility for all domes- 
tic operations of the company. As 
president, his responsibility be- 
comes international, since Thonip- 
stMi operates 57 offices in 26 
countries. 



\c\v \'t»rk Local research of 
"\alidit\ and meaning to tlie ad- 
vertiser" is a "definite imperative 
for the \ears ahead." It is. X'ictor 
A. .Sholis warned last week's ANA 
Workshop, a matter of self ilc- 
fense. if nothing else. 

Speaking at the June 17 session 
on tv advertising Sholis. \ lee pres- 
ident and director of Wl IAS- 1 V 
and Radio 1 .ouis\ ille. said the age 
of computers and threatened gov- 
ernment interwntion make industrs 
action e\en more imperative. I he 
advertiser "is entitled to valid, 
meaningful and qualitative researcii 
that measures all dimensions of a 
station's operation, lie is entitled 
to sound circulation figures — that 
don't give or take 10 or 20 million 
people. An advertiser should know 
vv hetiier he is hu\ing circulation 
that is the product of stunts, prizes 
and gimmicks, or w he t her circula- 
tion is earned b\ solid program and 
business performance." he said. 

Surveying the next five \ears of 
independenti) owned television for 



Sciiroeder to Head Joint NAB Board 



WiishUifjlon. D.C. — Wil- 
lard Schroeder, vice president 
of 'lime-Life Broadcasting 
and vice president and gen- 
eral manager of WOOD sta- 
tions in Grand Rapids, was 
elected to succeed William B. 
Ouarton (WMT. Inc.. Cedar 
Rapids) as chairman of the 
joint board of directors of the 
NAB He'll serve for a one- 
year term. The joint board is 
composed of members of the 
radio and tv boards which aNo 
elected their leaders for the 
coming year. 

Mike Shapiro and John F. 
Dille. Jr.. are the new chair- 
man and vice chairman, re- 
spec tivel\. of the tv board of 
directors. Shapiro, vv ho suc- 
ceeds James D. Russell 
( KKT\' Colorado Springs) is 
general manager of WF A.A 
stations in Dallas. Dille. re- 



placing Glenn Marshall. Jr.. 
( WJ.Xr-IA' Jacksonville) is 
president of WSJ\'-1\' South 
Bend-Flkhart and WKJG- 
TV Ft. Wa\ne. 

On tlie radio side. Rex G. 
Howell, president and general 
manager of KREX Grand 
Junction. Colo., and Jack W. 
Lee. vice president and gen- 
eral manager of WPRO Pro- 
vidence, were elected ciiair- 
man and vice chairman, res- 
pective!) , of the NAB's radio 
board of directors. 

I I o well succeeds Ben 
Strouse. president and general 
manager. WW DC Washing- 
ton. D. C. and I ee succeeds 
Richard W. Chapin. execu- 
tive V ice president. Kb OR 
Lincoln. Neb. 

Both vv ill .issume their 
offices immediateh and vv ill 
serve one vear terms. 



the ANA Workshop Sholis sees, in 
addition to the above ( I ) no tluL.it 
ot pav t\ in markets such as 1 oiiis 
V tile "It still must survive tortuous 
labor p.iiiis in major cities ix'forc 
It can even think about reaching 
out into the eouiitr)." be s.nd. (2) 
advertisers will be .iskeil to share 
the costs of station-ongin.iteil color 
tv programs, which w ill be the rule 
b\ the end of the *6{)'s in inaikets 
like I ouisv ille; {}) the growth of 
nil shoukl stimulate the demand 
lor good s\ ndicated programs, now 
in short suppK. and local stations 
vv ill put more emphasis on localK- 
originated news and public affairs 
programing. 

Moore Urges Advertisers to 
Back Program Development 

New N'ork — ABC's I iiomas 
W. .Moore sounded a call for 
greater advertiser support of inno- 
vations in programing at the an- 
nual ANA I V Workshop last week. 
".Neither the networks nor the sta- 
tions can bear the total burden of 
probing researching and develop- 
ing in programing." 

NU>ore continued: " liiev need 
and must get the supj-nirt and re- 
sponse from advertisers in these 
undertakings \ilv ertiscrs and their 
agencies must bear their sh.irc of 
responsibility for the slow pace of 
new programing development along 
with stations and networks them- 
selves." 

"\lore and more." he .s.iiil. "we 
should hear less and less aKnit .ul- 
V ertiscrs who want to sponsor onlv 
tlie tried .ind true " 

On the plus side, he cited f.ie- 
tors working in f.ivi>r of the tele- 
vision progranier. diminishing cost 
of ci^lor t\ . diminishing cost of 
second sets in the home, dev chap- 
men t of the small oui-t'fdnnne b.it- 
ter\ set: lorthcommg intern.ition.il 
broadcasting vv inch will interlink 
continents, development of sm.ill 
hand-held equipniLnl both cam- 
eras .ind t.ipe recorders which 
can make the tv broade.tster com- 
plete l\ mobile and as instant a> 
radio. 
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Agency Demand for Computorized Data Seen 



H-R vice president says revolution is brewing 
in the advertiser-agency-broadcaster relationship 



Fine Mountain, Ca. — Use 

of computers will change the role 
of buyer ;ind salesman, agency 
and client. Avery Gibson, vice 
president of H-R Representatives 
and H-R Television, told the 29th 
annual convention of Georgia 
Hroadcasters. 

Discussing a study commission- 
ed by H-R by an independent con- 
sulting firm. Miss Gibson declared 
that most large agencies will want 
information on availabilities on 
punch cards or tape within the next 
five years. She added that most of 
the agencies surveyed said it would 
be useful if all station reps got 
together to tlevelop standardized 
availability - and rate definitions, 
but that this was unlikely. 

Talking about the future of 
computers, she said that they will 
change "the role of the buyer and 
the salesman. It will free them from 
the cost-per-thousand chains which 
have shackled them for years. They 
will have more time to devote to 
ma rkets and marketing problems 
. . . more time to study how best 
to spend or place an advertiser's 



money based on yardsticks other 
than 'how many for how much.' " 

Touching on the change in the 
agency-client relationship, she 
said she mentioned it to one of the 
largest advertisers using tv. The 
advertiser, currently a multi-agency 
user, indicated that "they expected 
the computer to cause them to use 
only one agency." She added that 
with the computer being fully used 
by both the advertiser and the 
agency, "the agency will become a 
creative arm only.'' 

The same improvement in com- 
munication, she said, must occur 
between the station and his rep- 
resentative. "Every year it re- 
quires more information to do a 
good selling job for the station." 

Speaking to the Georgia Broad- 
casters, she declared, "Until we 
go to the stations with ideas . . . 
with solid market information . . . 
with good presentations on our 
special programing; on the per- 
sonalities on our station . . . the 
impact of a commercial . . . until 
we begin to sell the agencies and 
their advertisers in the language 



they are using at the plans level 
... we shall not take the giaii,t 
step forward in creative salesrnaii* 
ship which the computer will al= 
low us to take." 

Let the machine handJc thi 
nurribers, Miss Gibson insisted 
"Unless we sell above the nam^ 
bers, the punch card you receivi 
electronically from the advertiser 
may be used to set off your auto- 
mated engineering department, 
may be used to figure your auto- 
mated accounting department attd 
may serve as an affidavit of pt> 
formance to bill the advertiser. AriJ 
it is possible that it will also be 
part of your log for the FCC." 

She concluded by quotiflg ;pt5 
unnamed vice president and meclja 
director of a large agency who 
said. "No major agency or im- 
portant representative will be ablfe 
to service his clients adequately 
without a computer at the harsl 
core of his business in tomorrow's 
arena." 

Cqsh to Down Under fo 
Promote Tv Advertising 

New York — Australian teli' 
vision has decided to make a moxs 
aggressive pitch for advertising djol- 
lars in that country. Evidence ol 
this: TvB's Norman Cash i^; mUi^ 
ing a two-week trip to the ouse 
remote corner of the world to meet 
with Australian media execiJffve^ 
and farniliarize them vVith tv seUifll! 
concepts in the U.S. 

Cash arrives in Melbourne tada|! 
(22) and the first of a series of 
meetings with advertisers. ageilfi'M 
and executives of the si.\ TvB mgnh" 
ber stations in Australia will begin 
tomorrow. Next week he goes l<6 
Sydney. Reports on successftJl 0.1. 
campaigO-s that led to compflf 
growth and increasingly heavier in- 
vestments in tv form the basis fsf 
his presentation. Included will hs 
filmed commercials and slidel 
which illustrate the use of tv. 

TvB member stations in An<itraAia 
are: ATN Sydney^ HS\' Melhournt. 
GTV Melbaurnc. TCN Sydnt^'. 
NWS Adelaide and QTV Bmb$m 



Broadcasters Get Word from Timebuyers 




IghliglH of annual convsnlion of Georgia Ajjociaiion of Broadcailers at Pine Mounlain, Ga., 
■ as lively p^nel discossion, "Time Buy.rs Talk (o Ih® Troops." Participating (left to right) 
>®r® Ruth Tr«g®r, Tucker Wayne Co., Atlanta, Hope Merlinei, BBD&O, N.Y.; Mary OShieMi, 
UCann Erick.on Bottlers Service Group. Atlanta Dora Cotte, Dora-Clayton Agency, Atlanta] 
-"odsrator GAB'i new president, Charles Dos», WROM Rome, was master of ceremonies' 
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~-SI»ONSOIl SCOI»E 

PROBING THE CURRENTS AND UNDERCURRENTS OF BROADCAST AOVERTISIfJG 



Prime nighttime minutes 

CHS-'I V gets 62 porcciit of prime mghttinic 
CDiumorcijI minutes from tup 15 acanmts. 
Nothing c:in point up the nighttime t\ netuork 
enmpetition this full more graphically than a 
eomp.irison of hou the hig Inns arc ilistributing 
their budgets. Sponsor Sci>pe here tabulates 
u here the top 15 netuork advertisers are plac- 
ing their commercial minutes in prime time 
during the final 1^64 quarter. The 1 733' 2 
minutes represent about $65 million. These 
commercial minutes concern entertainment only 
and are exclusive of news, sports and specials: 



Advertiser 


ABC-TV 


CBS-TV 


NBC-TV 


Tol^l 


Procter & Gamble 


19V2 


156 


39 


2141/2 


American Home Products 


191 2 


941 2 


0 


114 


Bf istol-AAyeri 


6'/2 


78 


26 


1101/2 


General Motors Divisions 


191/2 


0 


1071 2 


126 


Lever Bros 


191 2 


581 2 


0 


78 


R J Reynolds 


45' 2 


581/2 


26 


130 


Colgate 


58' 2 


0 


13 


711 2 


General Foods 


0 


202 


0 


202 


Gillette-Toni 


0 


39 


78 


117 


Alberto-Culver 


0 


941/2 


0 


941/2 


Philip Morris 


0 


941/2 


0 


941 2 


General Mills" 


13 


0 


0 


13 


American Tobacco 


39 


91 


59 


189 


Sterling Drug** 


13 


191/2 


13 


451 2 


Brown & Williamson 


65 


711/2 


0 


1361 2 


Totals 


3181/2 


1057V2 


361 Vj 


1733V2 



"PuH bulk of its show budget into kid category 
' * Big us?r of nc i 



Standard set for local advertisers know how 
this whole thing could uind up for us and other 
important piggyback users? W'e could go to 
local chains and other merchants uitli co-op 
deals, and we're confident the stations will take 
2()\. 3()'s. 4()\. or uhat-\ou-\s ill in pigg> backs " 



Nescafe testing radio promotion 

Nescafe (McC\'inn-l:rickson) has a radio test 
going on the West Coast with a special promo- 
tion twist for the food trade. It's called 
the 30-30 plan. While not neu — it's been tried 
out by soapers and others during the past two 
years — it\ getting a healthy push in current 
activity. The arrangement: Nescafe buys the 
minute, uses only the first 30 seconds. I he 
other 30 seconds may be had b\ supermarkets, 
or other accounts, on meeting Nescafe-desig- 
nated number of case-purchase requirements. 
The station's role: checking around to find out 
what food stores u ill p.irtieipate in the plan, 
then repc»rting the results to their reps, who in 
turn contact the client. Initial scope of the plan: 
nine West Coast markets. 1 3-vveck campaign, 
up to 20-30 spots a week. Stations have assured 
client that the plan does not fall within the 
purview of the Robinson-Patnian Act. 



Wanted: single piggyback standard 

Talk to the topheavy users of piggyback 
commercials — like Colgate, American Home 
Products. Late.x. Standard Brands — and you 
can gel this impression: they're rather impatient 
o\er what they consider to be the apathetic 
attitude that t\ stations are taking on NAB's 
piggyback policy, effective September I. As one 
of these advertisers expressed it to Sponsor 
Scopf: "'Our position — using about as main 
piggybacks as before — isn't going to blow 
away. Lots of key stations are .slumbering in 
the hope that it will. But they're suddenly going 
to wake up and realize they've got a big problem 
which has caused a big rift between buyer and 
seller. All we're trying to get is a clarification 
of piggyback acceptance standards. We know 
that the same standard doesn't apply to network 
and spot. But we don't know whether the stand- 
ard a station set>; for national spot is the same 



Soa ps differ on tv appraisal 

Sellers of tv find it rather confusing w hen 
it comes to determining the evaluation philoso- 
phy of the three soap giants. But the consensus 
seems to be that VS:G thinks first in terms of 
circulation (i.e.. ratings) and secondly of effic- 
iency, whereas Colgate is strong on the CPM 
factor. As for Lever Bros., there's no exact rote 
It shuttles either way — circulation or efficiency 
— depending on circumstances or mood. 



Two g ood Alberto-Culver men p a rt 

Strictly a personality conflict with the boss. 
Leonard Lavin: that's the consensus of agency- 
men w ho have conic in close contact with the 
principals for Charles Pratt's pullout as ad man- 
ager of Alberto-Culver. Pratt's been at A-C the 
past four-five years. During that lime the budget 
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SPONSOR SCOPE 

PROBING THE CURRENTS AND UNDERCURRENTS OF BROADCAST ADVERTISING 



wo 111 from around $6 million to over $30 mil- 
lion, i'ralt rates as highly progressive and sound 
on the use of media, particularly tv. and Lavin"s 
a perpetually revved-up operator, always press- 
ing for quick and better results. Apparently, so 
the impression goes, Pratt decided he's had it. 



Conventions: summer slump antidote? 

You'll find a difference of opinion among 
tv reps and station groups as to the billing out- 
look for July and August. Against the view that 
revenue might be as soft as last year's, there's 
the anticipation that the conventions will stir up 
considerable announcement buying around the 
events, plus sponsorships of convention packages 
created by the groups and individual stations. 
Corinthian is already finding considerable sales 
interest for its own convention packages. Com- 
mitments have been obtained from such ac- 
counts as Vick's, RCA, Royal Crown Cola and 
Morris Plan, it's generally expected that the 
Republican heat-up will lend a high voltage 
vicwership to that party's convention. 



Daytime tv productive for cig arets 

Rack up another product success for day- 
time network tv. it's cigarets. Lorillard did so 
well with its daytime experiment with Spring, 
that it's bought 50 commercial minutes for Kent 
during the summer and fall on NBC-TV's day- 
time schedule. Entails an expenditure of S200.- 
000. Another NBC-TV daytime sale last week: 
$200,000 worth of participations in Saturday 
kid time by American Home Food in behalf of 
Chef-Boy- Ar-Dee and its popcorn brand. 



of Dial soap). Perhaps their shyness toward 
daytime may be due to the fact that magazines 
offer them four-color reproductions. Which sug- 
gests that maybe it'll be much better for daytime 
tv when color takes off in a sweeping way. 
However, the substantial users of daytime tv 
are still Campbell Soup, Borden, Del Monte, 
General Mills, Kellogg. Pillsbury is also in there 
but on relatively light side. 



Making hoy v/ith 'The Doctors' 

Colgate's own daytime serial The Doctors 
may be on the SRO lis;t at NBC-TV by the time 
the fall season starts. The network negotiated 
with Colgate for the right to sell up to a half 
of the strip and so far the fall recruits are 
Alcoa, Lipton Tea, International Latex and 
Hoffman-LaRoche. What's helped the sales surge 
is the fact that the May 1 NTl report showed 
that The Doctors delivers 2.5 million women at 
a CPM of $1.32. In terms of women viewers, 
the NBC-TV advantage is 68 percent over the 
CBS Morning Plan minute, 49 percent over the 
ABC daytime minute. The Doctors goes for 
$3600 a commercial minute. 



Cigarets enliven spot radio 

It looks like a long hot summer — but on 
the pleasurable side — for spot radio from the 
cigaret clan. The past week bubbled with orders 
and renewals for such brands as Salem, Lucky 
Strike, Tempo, Kent and L<S:M. Incidentally, 
there may be some miction soon from American 
Tobacco's latest brand. Half "n' Half, out of 
SSC&B. 



Major f oods need da ytime prodding 

'ihe daytime side of tv has still to do a 
sellmg job on the leading national food pack- 
agers. A number of them arc hefty supporters 
t)f nighttime network, but the contributions of 
the category to da\time haven't been of much 
moment in recent years. Among the missing are 
Cieneral i-oods. ii. J. ilcin/. Standard Brands, 
i ibiiy, McNeill A: I.ibbs, Hunt Foods. Carna- 
tion, i'ct Milk. Swift, Wilson. Xrnunir (outside 



Bunker firesides with reps 

Gesture that gave the heads of 17 radio 
rep firms a warm feeling . . . RAB's Ed Bunker 
calling them together last week to update them 
on the presentations the bureau has been making 
to agencies and advertisers lately. Afterwards 
Bunker asked the assembled reps what they 
thought of the pitches and whether they had xvny 
suggestions. The client presentations are usually 
tailored to radio's characteristics.. 



Dove Liquid perks up competition 

Lever Bros.' new IXne Liquid cmild turn 
inti) another Aja.x All-l'iirpose Liquid Cleanser 
(Colgate). Reports in from four tv markets in 
uhieli Lever's light duty detergent is being tested 
have been so exceptionally good that the com- 
petition is giving it S|vcial watching. Dove Liq- 
uid's main competitor would be I'&G's I vory 
Liquid, with 27 percent of the market, and 
Joy's 19 percent share. In that same classifica- 
tion. Lever already has Lux Liquid. 21 percent 
share, and Swan. 10 percent. Ajax All-Purposc 
is up to around a third -share of its market, with 
Plod's Mr. Clean now ahead only by 10-1 1 
percent. 



Elections pool reflects radio history 

To those with long memories the decision 
of the giant news services to pool election results 
with the networks has historic overtones. It 
recalls the first breakthrough in the electronic 
news field that finally eventuated in this entente. 
That initial breakthrough dates back to the early 
1930s. CBS* William I'aley countered newspaper 
publishers' refusals to let the three major news 
services cater to radio by setting up his own 
news gathering apparatus. The late Paul White 
was put in charge of the trojan effort. He suc- 
ceeded so well that in a relatively short time 
the wall began to crumble. One by one the 
news services accepted radio in the customer 
fold. CBS dismantled much of its apparatus, 
but the big thing that did eventuate for the net- 
work was a highly talented crop of correspondent- 
commentators who dominated the medium for 
many years. 



Heavier short-term network buys 

A discouraging but hard fact of business 
life that's becoming more apparent to ABC-T\' 
and NBC-TV. espxrcially: the short-term scatter 
plan as a buying pattern has become far more 
common than the year-round commitment. The 
proliferating trends: (!) confining the obliga- 
tion to a quarterly basis, (2) holding off the actual 
order as long as ix)ssible. Grosving reluctance 
to go out on a limb is closely linked with the 



changing economies of network tv itself. With 
eommereial minutes going for from $15 to 
Si. 75 iMillioii oil a 5 2 -week nighttime rale, a 
Inidget of at least .$5 million is now rc(|uired 
to cut a fairly impressi\e tv swath against the 
product competition. In terms of pull-back to 
quarterly commitment, the outstanding surprise 
for the coming season is S. C. Johnson. It's been 
spending at the rate of $9-10 million a year in 
iietv%ork tv. 



Four-week cancel call subsides 

Latest drive among key tv stations for a 
change in the traditional period for notification 
of spot schedule cancellation seems to have 
withered away. The push has been for four weeks 
instead of the two-week arrangement, which 
somehow became the accepted pattern with spot 
radio not long after the inception of the exclu- 
sive rep. A rgument for the extension: two weeks 
is too brief for the station and its rep to scout 
around for a replacement sale. Also, the spots 
have become too valuable in price for such 
limited notices. Media directors' rejoinder; by 
projecting exit pri\ ileges to four weeks the ele- 
ment of flexibility is removed from spot. ITie 
counter viewpoints demonstrate once again a 
repeated experience: nothing is less subject to 
surrender by the air media buyer than a ground 
rule carried into tv from radio's heyda\ . 



Who's on what GF, P&G bases 

One of the more curiously interesting score- 
cards attending each network t\ season: who's 
named by General Foods and I'roeler & Gamble 
as the agency of record for their nighttime show 
rosters. Here's how the supervisor}' assignments 
rack up. as gleaned b\ Sponsor Scoim . Firsi 
(K'lHTai Foods: Bentini Bowles — Andy Gri}- 
jilh. (totncr I'ylr, Cora Williurns, .\tan\ fluppx 
Reiurns: '^'oung iK. Rubicam — I've dot a Secret. 
Liu y Show. 7 he l:ntenainer\. Vou . PX(J: Ben- 
ton & Bowles — Dick \ 'an Dyke. Cdni l\ tlhain.s. 
CiUligan'\ Island. I'he I'uviiive: Conipton — 
Pellicoai J urn lion. Perry Mason: I eo Burnett 
— Dana: l)ancer-Fit/gerald-San»plc (iun- 
stnoke. 
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They'll all be on Group W Radio 

(With Jim Snyder, Sid Davis, Jerry Landay, Peter Clapper and Anne Corrick ©f tfie\ 
Washington News Bureau, as well as newsmen frqin each of the Group W stations. / 



Erwin Can ham, veteran political observer, Editor-in- 
Chief, Christian Science Monitor, will analyze the trends 
where they occur. Allan Nevins, Pulitzer-Prize winning 
historian ("A Study in Power") will draw parallels from 
conventions past. Gore Vidal, playwright-politician 
("The Best Man") will report on politics and persuasion. 
Marc Connelly, humorist, Pulitzer-Prize winner, play- 
wright ("Green Pastures") will give a layman's obser- 
vations on the lighter side of the conventions. 

As the balloting continues, the Group W stations 
will give listeners and television viewers both sides of the 
convention story-the national and the regional. In Pitts- 



burgh, for instance, they'll keep the Pennsylt^ania dele- 
gation well covered, and analyze Governor Scranton's pos- 
sible influence on the convention. In every Group W city, 
these stations will bring the national and local signiflcance 
of the convention home to their comni unities. 

To the Group, every national event has loeal signift- 
cance as well, because of the nature of the Group broad- 
caster to be involved in local eoniip unities. For only the 
Group has the creative, finaticial, and managerfal re- 
sources to program with the authority of a network, a.ad 
the flexibility and viewpoint Of a local Station. The Group 
today emerges as a vital third force in brOadca&tiTi|. 



GROUP 
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WESTINGHOUSE BROAO CASTING COMPANY 
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New names 
appear on 
COLOR TV client rosters 



With NBC setting the pace, such firms as Green 
Giant, Miller Brewing, Chemstrand, Zenith have crossed 
the border into color tv. Here's a special report . . . 




new 



III burgeoning color tv mar- 
ket, which may zoom as 
high as three million homes 
by year's end. is attracting 
color aiK ertisers at network 
level in a steady stream, and 1964 
will be the color "debut sear" for a 
si/eable slice of tv ads that will run 
well into seven figures. 

Amonu the new coloreasiiniz 



sponsors are a luunber of firms in 
the food or supermarket-product 
fields - — the kind of fast-turnover, 
low-priec giants u hieh seldom "ex- 
periment"" in media, and bu\ strict- 
ly on the basis of what can be ac- 
complished. 

Apart from the impact values of 
color tv — - which have been mea- 
sured and are known to nitisi acen- 




'Th« Andy Williims Show," on NflC-TV^, is s fjvoril* among jdw®rlis®ri maltifig »h«if eetor d«but 
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tii.^ the 1964 color picture for 
has developed so well that the 
upbeat interest is understandable. 
As things stand today: 

• 1 here are over two million 
I S. color tv homes. 

• There is a price war looming 
in color tv sets ( see Sponsor, June 
1 ) which will trigger further growth. 

• The industry outlook for color 
tv set sales in 1964 averages 
around 1 .5 million units. 

The use of color in network tele- 
casting is a fact of tv life. All three 
networks are active, paced by NBC- 
TV which will have two-thirds of 
its nighttime schedule in color this 
fall during a week in which the 
movie showcases are colorcast. 

NBC's pioneering efforts in color 
are. not surprisingly, paying off for 
that network in color business that 
is classified, technically, as "new" 
this year. (Some of the advertisers 
are hardly "new" to tv itself; what 
makes the difference is their official 
crossing of the colorcast border.) 

Here are some late details of 
color-oriented advertisers who have 
signed 1964 deals on NBC-TV: 

Esso-HuMBLi:: This giant oil 
company, a regular broadcast user 



through the Interpublic agency com- 
plex, has been making its debut with 
colorcast reruns of NBC "actuality" 
specials such as The River Nile. 
Similar color activity is expected 
this fall. 

Green Giant Co.: A leading 
food packer. Green Giant has sign- 
ed for color participations in Satur- 
day Night at the Movies and the 
Jack Paar Show. Agency involved 
is Leo Burnett, which is considered 
"hot" for color this seasoa as op- 
posed to a more lukewarm attitude 
in previous seasons. 

LiBBY McNeill & Libby: An- 
other food giant, LM&L has sign- 
ed for its first major color activity 
in a number of NBC shows via par- 
ticipations. Agency: J. Walter 
Thompson. 

Corning Glass: To promote its 
consumer products, Corning has 
signed for color participations in 
"various" NBC-TV shows this fall, 
via N.W. Ayer. 

Miller Brewing: Long a 
broadcast user, Miller has signed 
for its color network debuts in NBC 
sports events, the Andy Williams 
Show and other participation ve- 
hicles. 



U.S. Stlel: a pL&neer sponsgf| 
of longer-length drama in both rij 
dio and tv, U.S. Steel has been tei^-\ 
tively inactive in the medium, 
bright spot, however, was the recen:^ 
USS sponsorship of NBC's openin| 
night colorcast special at the 
York World's Fair, through BBDO-.] 

Tim ex: Pace-setter among 
priced watch companies in its usicj| 
of network tv, Timex this year add-J 
ed color tv to its tv media lii 
through Warwick & Legler. 

There are other color ftewcomgjs 
this year including Zenith (a Strong| 
rival to RCA in the color tv s^ 
field), Speidel,, Masonite, Anheusef- 
Busch and Colombian Coffee, in| 
such shows as Tonight, Andy Wil-\ 
Hams 'ind Jack Paai', as well as col- 1 
orcast rnovies and documentaries. 

Three of the biggest blue-chip^ 
in the advertising field — Procter! 
(& Gamble (which has scheduled a 
series of color commercials in Tkg\ 
Match Gflnie, Cojgate (via its **ccil- 
or agency of record," D'Arcy) Sjtd 
Lever ( via BBDO) — have taken I 
a 1964 contractual step into net- 
work color. 

All of the above NBC-TV adver-l 
tisers join the ranks of an adverti^- 





Mighfy Procter & Gambia, biggest television user, has iigned tot color parfijiipaficjn '0 ^1bj> 
M fch Game" to work out tecKniques this year, may expand fts ssKeduJen m the luWti 




E'tso-Humble crossed over into network colorcasting by sponsoring 1964 reruns of "The River 
|||l*<" * color-filnred documentary film produced by NBC »nd first televised two years ago. 




mill Dint clowns before the "Unisphere" during rehearsal of United Slates Stecl-«pensored 
■bpening night special at the New York World's Fair. Show was a pioneer USS colorcait. 



cr group uliitli (iichulcs sikIi tolur 
pioiiocrs :is tile auto gi.mts ( icn 
cral Miitors, l ord and ( hr)slcr 
;ts ucll as tlic tobacx** leaders 
kc\ Molds, I.orillard. Amcrivan lo 
hacco and I rggctl iV .\Ucrs Other 
acme ei>lor ad\ ertsscrs on NHC in- 
clude such big-hu»lget clients as 
AKVI. Hallmark. ShdI. RCA. 
General Mills, Kraft, Clicnistrand. 
du Pont. Cjcneral I Icclric and l ast- 
man Kodak. 

Arc there any significant color 
tv trends this fall at NBC'-'! V. apart 
from the scheduling of nn)rc ci>lor 
tv shows? 

Replied Nancy Salkin, the net- 
work's color adniinistraU>r : 

"We'll have more than (tO major 
advertisers in color this year, in- 
cluding the neueomers. I here's 
been a tendency to lc%el off in the 
numlx^r of colorcast hours sched- 
uled here, simply because ue now 
have so much in color in the total 
schedule. The big grt>uih is in the 
f(XHl and groccn,-product fields." 

Neu network color activity at the 
other iwo networks is considerably 
under the NBC" level, but showing 
growth signs. 

At CBS. this year: Chemstrand 
sponsored the Elizabeth Taylor spe- 
cial filmed in London. Quaker 
sponsored a colorcast of the Tour- 
nament of Roses Paritde; several 
participation advertisers rtxlc in 
the H7-</r</ of Oz and Red Skelion 
specials carK this >ear. 

At ABC. three major series — 
Flimslones. Jonny Quest and Sun- 
day Sii^hi Movies — are scheduled 
to be conipletels or partiallv color- 
cast. Advertisers on these b.indwag- 
ons include Best F(H>ds. Remington. 
Welch. l\^psi-Cola. B. Gm^d"rich. 
Armour, R. J. Re>nolds and Gil- 
Ictte. At this ptiint it's "i\o{ known 
which advertisers will use color 
commercials in these color shows, 
or simpi) b&u' commercials, since 
we feed our color to tnir osS.o sta- 
tions and a small group of affiliates 
which want it." according to an 
ABC source. 

Summed up; NBC sets the pace 
in new color business, but all tiiree 
networks are in the act, \eu color 
revenue is coming mosti) from 
packaged gtx^ds (fwd. beverages, 
cigarets. etc ) industries .And. 1964 
will clear!) be the )ear in which 
there will be the greatest number of 
colter tv advertisers in the medium's 
histor) so far. ■ 
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SPONSOR'S contributing editor Dr. John Thayet find 
intriguing trends in new tabulations of figures on the ari 
ucation, employment, sex and set ownership of viewefjj 



Dr. John li. 1 /uiyer, a coiiiribiitiiig 
editor to Si'ONSOK, was recently ap- 
pointed product nianascr of market 
reports at the American Research 
Bureau. Beltsvil/c, Md. He was 
technical director of market reports 
and speciid tahiilations for ARB 
from 1960 until his recent promo- 
tion, larlier, he was a producer- 
writer with Conistock & Co., Buf- 
falo. IVhile working for his doctorate 
in radio/ 1 V. he taught speech at 
Ohio State University from 1956 to 
1959, and was with WCSII-'l V. 
forthmd. Maine. 1954 - 1956. Mar- 
ried and the father of two children. 
Dr. 1 haver is an amateur photo- 
i;rapher and a hi-fi hiiff. 



■ \Vii\r DO IS the average tv-own- 
iiig I'ninily do in its spare time? 
Watches television, of course! And 
does it ever watch tele\ ision! 41.8 
hours of it cnch week! 

Yes, more time is spent with the 
IV set than most family breadwin- 
ners spend on the job, 

I o be sure, there are extreme 
\ i ewers on both sides of this aver- 
age figure . . . proving once again 
that what's good for one person 
(or family) isn't necessarily good 
for another. I 'or instance, accord- 
ing to the American Research 
Bureau "time study" from which 
the abo\e estimate was taken, the 
hglilest \ icwing faniiK in the sam- 
ple spent only one hour w ith the 
uomlermeiits of t\ . while the 
family on the opposite end of the 
pole speiU an mcretlible 1 I 2 hours! 
Of course both families had few 
"like" neighbi>rs. the majority fall- 
ing somewhere in between. 

I he study was based on ARB's 
IV national diaries for the week 





of January 11-17. 1964 (total of 
1171 diaries), and therefore, the 
over-all data may differ somewhat 
from other months of the year. 
Viewing levels would tend to be 
somewhat lower, for instance, dur- 
ing some of the warmer periods 
of the year. 

To ascertain some of the factors 
involved relative to the amount of 
tv viewing a family does in the 
course of a seven-day period, each 
diary was tabulated in such a man- 
ner that total viewing hours could 
later be compared with: 

(1) Number of tv sets owned 
by the family 

(2) Number of tv stations re- 
ceived by the family 

(3) Ownership of color sets ver- 
sus black-and-white sets only 

(4) Employment status of the 
mule head of household 

(5) Number of members in the 
family 

(6) Education of the head of 
household 

(7) Employment status of the fe- 
male head of household 

As we already know, all of these 
factors are important ones. 

And just how important, we'll 
attempt to detail here. 

iMuUi-sct homes . . . bonus 
viewinjj for the advertiser. Does 
the person who's more selective 
in choosing programs actually view 
less television? And does this "in- 
dividual" selectivity help determine 
whether there w ill be more than 
one set in the home? 

Most people would probably 
agree that the answer to the first 
question is ;i pretty solidly affirma- 
tive one. 

'I he answer to the follow-up 
ciuestion. however, tends to be in 
the gray area. In first considering 
the question, a hypothetical "yes" 
seems justified. In examiniim the 



diaries from the two types of honit:s 
however, a substantial increase il 
total weekly viewing was found li, 
the multi-set home when compars 
with the home containing only mi 
set. 

To illustrate, the average sifiglft 
set home in the 1171-diary sampli 
viewed 40.8 hours of telcvisiori per 
week. The home that was blessfft 
with two tv's, on the other hanJ 
viewed a total of 45.3 hours. Attt 
the home that owned three or m&[£ 
sets had them on for ah esiimatcf 
53.8 hours during the course* is 
a week. (See Chart No. 1). 

In terms of the "big picture-,^ 
what does this mean? Simply tha? 
the nlulti-set home is a good source 
of bonus viewing. As can be sMF 
from Chart No. 1, 22.1 perc® 
of the total viewing^ done in tb 
sample was done by homes con 
taining more than one set — i 
certain percentage of which 6ft 
be considered "bonus viewirig. 

And as television oradualJ) 
reaches the age-status of radia 
there's no reason (except, for price' 
that multi-set homes won't incrcait 
proportionately. There prdbabh 
will never be as niany tv sets, it 
the average home as there are ra- 
dios — but there will definitely 
be many more than there arc mow. 

The more they get* the nmfi 
they Mant, What abotit the faiii|| 
that's besieged with pro^ranting # 
six or eight channels — as oppo.».d' 
to the faniily that must seltk tm 
something far less; one or possil 
two channels at best? Do the vie^** 
ing habits of these families dif&l? 
If so, how nruch? 

There's no question that there 
are differences in \hc amounts 6i 
viewing done by two set famili^li, 
The study shows that the a,\'erage 
home which could rece;ive jliXiE 
than six channels vvntched appr«- 



n 



a UlU one! 



iniatol) 5.S Innirs more of tv per 
week than the home that could 
Miew only one or two differetit 
channels. (See Chart No. 2). 

As shown in the second chart, 
homes having a choice of si\ or 
more channels viewed on the :iver- 
:j|:e of 44.4 hours of t\ each week. 
The amount of time spent by this 
group represented 26.4 percent of 
all viewing done by the total sample. 

The families that received from 
three to five channels \ iewed ap- 
proximately 4 1 .5 lunirs. Repre- 
senting the bulk of nil tv homes, 
this group accounted for 63. per- 
eent of the total \ iewing done o\cr 
the one week period. 

At the lower end. the oik and 
two channel families accounted for 
only 9.7 percent of all tv viewing, 
and spent an a\erage of 3S.6 hours 
of their time watching tele\ ision. 

Color set families — hesnier 
viewers. Whatever ihc reason. 
«;hether it's because they can re- 
ceive more channels or that they 
fend to be multi-set owners, color- 
set homes tend to do more \ iew- 
ing than black-and-white onl\ 
homes. In fact, set usage, acct^rd- 
ing to this study, was 5.2 hours 
gTcater per week in the color set 
home than in the black-and-white 
feme. (See Chart No. 3). 

The average family that owns 
a color tv set viewed an estimated 
47 hours during the one-week 
fSi-riod anah/ed, while the black- 
land-white set home had its set on 
;j substantially snuiller amount of 
time — 4 I .S hours. 

It must be kept in mind that 
these figures represent all \ iew ing 
regardless of w he t her the program- 
ing was done in color or black-and- 
white. Since color programs are 
villi relati\efy limited, undoubtedl) 
MSny of the show s viewed in the 
<H>lor-ht>mes were not tinted. 



CHART 1 

N'.u'mber of tv irti Av®rag« Number of Houri Prrcenf of Tofjl Vivwin^g 

ioWn»d per home Vi«wed P«r Week Don* in The»» Homss 

1 mM 77 9% 

2 19 7 

3 or mors 9$B 7 4 

Toul 100 0*. 



CHART 2 

Numbvr of Stations Av^r^ge Number of Hours P«rc*nl of To'al Viewing 

Rrtc vpd n Hems Vitw@d Per Weefc Oont in Theta Hom«t 

1 • 7 38 6 9 7% 

3-5 m $ 63 9 

6 or more 4'4.4 26 4 

Total 100 0*. 



CHART 3 

Type of Home 



Own> tolor tet 

Own.t blaclcjnd-wKite only 



Average Number of Hourt 
Viewed Per Weeli 



Percent of Total Viewing 
Done in Thete Homei^ 



T«tal 



S 
94 8 

1000% 



CHART 4 

MaN EiiqpJoymenl Status Average Number of Hours Pertent of Total Viewing 

Vie'»»*d Per Wrefc Done, in Thete Horaes 

employed 82 6% 

RetirjSd ipj* 9,2 

S^o.d.eHf I 

U:n«»((pl6ytd Mi 14 

No Male Herd &S 

Total 100 0% 



CHART 5 

Nii*nber of Family Membert Average Number of Hours Percent of Total VWwing 

Viewed Per Week Done m The»« Homes 

1 . 2 26 1 % 

3.4 mi <2 6 

5 or more 'WI^M 31 3 

Total 1(K)0% 



lunt 22, 1964 



CHART 6 

Education of Head of 
Household 

High School or 

At Least Some College 



Average Number of Hours Pefcesnt of Total Viewing 
Viewed Per Week Done in These Homes, 



45.3 
36 8 



70.7% 
28.3 
Total 100.0% 



CHART 7 

Feniale Employment Status 

Works at bast 35 Hours 
Does Not Work at least 

35 Hours 
No Female head of 

Household 



Because color has yet to blos- 
som into full glory, the over-all 
amount of viewing time contributed 
by the color-set home was relatively 
small (5.2 percent) in proportion 
to the black-and-white only home 
(94.8 percent). 

Male head of household — em- 
ployment j.tatiis a vital factor. 
Contrary to what was presupposed, 
the household with a retired male 
head did less viewing during the 
average week (40.3 hours) than 
the household in which the male 
head was actively employed (43.3 
hours). 

The reason for this is probably 
relative to family size. In most 
cases, the retired male head would 
be expected to come from a some- 
what smaller-than-average family 
ill terms of number of members 
presently living at home, in other 
words, of Potential Viewers. The 
reason for this, perhaps obvious, 
is that most children grow up and 
leave home before the arrival of 
parental retirement. And. as will 
be detailed shortly, the smaller the 
family, the less tv viewing is done. 

A household with an unemployed 
male head, on the other hand, had 
its tv in use for an average of 
54. S hours per week. 

Another group, households whose 
male heads are students, as might 
be expected, have little time to de- 
vote to television. I he average set 
usage in these homes was a mea- 
ger 20.3 hours. (See Chart No. 4), 

It should be pointed out, how- 
ever, that the data for both un- 
employed and student male heads 
vvcre based on a very small sample 



Average Number of Hours Percent of Total Vijsvifiixg 
Viewed Pier Week, Done in These Homes 



34.8 
44.5 
24.0 



19.]% 
800 
.9 

Total 100.0% 



and, therefore, should be consid- 
ered as indicative only. 

In the case of a household con- 
taining no male head, the viewing 
level was also relatively low: 30.5 
hours per week. Here again, as in 
the case of the retired male head, 
the reason undoubtedly is relative 
to the size of the family. 

In terms of viewing contribution 
of each group to the total, the fam- 
ily containing an employed male 
head accounted for 82.6 percent 
of all viewing; 9.2 percent of all 
viewing was done by the family 
with the retired male head; the 
families of the student and unem- 
ployed male heads accounted for 
another 1.7 percent; while an addi- 
tional 6.5 percent was attributed 
to households with no male head. 

The more there are . . . the more 
(hey want. As other studies have 
established, the larger the family 
the more tv viewing. But, how 
much more? To answer this, three 
family-size categories were estab- 
lished prior to the study tabula- 
tion: 

(1) One and two-member fami- 
lies 

(2) I h ree and four-member 
families 

(3) Five and more family mem- 
bers 

All data were tabulated in rela- 
tion to these three categories. (See 
Chart No. 5). 

As can be seen, the more family 
members, the higher the viewing 
levels. 

For instance, families with five 
r more members averaged a phe- 
Mucnal 50.8 hours of vicwinu 
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per week. Thi^ was roughly 50 per-] 
cent more than the sitiall famil|'l 
(with one or two itiembers), whi:A| 
spent an average of 33 Tiours ijfi' 
front of the tv set. In the mid _ 
of the heap was the three and four- 
member family which averagoi 
43.3 hours a week. 

Relative to total viewing conTci- 
bution of each group to the whdlfe, 
26.1 percent was attributed to th;d 
small family, 42.6 percent to till 
medium-sized family, and 31,.l!| 
percent to the large family. 

Higher education . . . friend «|| 
(he ad man? This study reaffinffs^l 
the old hypothesis that the mon 
education a person has, the iBi 
tv he views. However, there's a 
new twist to this particular analysi%j 
since the data here are presented 
in terms of how much viewing dod 
the family do whose head of housi 
hold has a "high school or les-S*' 
education, and how much viewrr^ 
is accomplished by the iaini^ 
whose head of household has had 
"at least some college?" The lattfi) 
classification includes any edtes 
tion (at least one year) beyond' 
the equivalent of high school. 

The results show that the famj]|i 
with a head of household whase 
education includes no college view^ P*^^ 
ed about 45.3 hours of tv pgE 
week (see Chart No. 6), rcpre 
senting approximately 70.7 pcrceifl 
of all viewing done by the entiri 
sample. 

On the other hand, the famil? 
whose head of household has 
at least some college training vicv^f 
ed an average of only 36.8 hot® 
a week. This group accounted far 
29.3 percent of total viewing. 

As a thought, there is undoubt* 
edly a tendency for all membeni 
of a family to "adopt'" the habite 
of the household head. If he d©e^ 
less viewing, perhaps the renvainilt 
of the family does less vicvvin 
too — like father, like son. 

Also, the size of the family ml 
again be a determining factor, tM 
size being somewhat sitiaJlcr tit 
the college-educated group. 

Female enipU*ynij8Ht — diffif 
ence.s in vioving. If no one is a.l 
home, viewing levels will drof, 
This is exactly what happens in thi 
case of the household contaihftri 
a female head who works. In #r 
der to analyze viewing habits fn 
terms of female employment, / 
asks the following question in Jft 
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family diary: "Is the female he ail 
of your luniseliold emplnyeil out- 
side the home 35 hours or more 
pyr week?" 

Of the total sample responding 
to this ijuestion. the diaries of the 
vvorkini; housewives' families ae- 
couiited for 19.1 percent of all 
vreuing done, uhile iSO percent was 
attributed to families whose house- 
wives either did no outside uork. 
or worked less than the prescribed 



35 hours, rile reinammj: percent 
w as creditetl to housdiokk con- 
taining no female head. ( See C hart 
No. 7). 

The working lunisew ile's family, 
as would be expected, tlid less 
viewing (34. K lunirs per ueek I than 
the family basing the luniseu ifc 
at home throughout most of the 
day (44.5 hours per ueek). 

And the families which included 
no female head of household ac- 



counted for onK 24 hours of view- 
ing . . . undoubtedly ivcaiisc they 
were rel.itiscK small m si/r. 

lire results of this stud) h.i\e 
far reaching iiirphcaliniis. B\ stuily- 
ing each of these groups iii more 
ilet.iil, through cross tabulations, 
the ad\ertrser can more adequately 
pinpoint his target audience. Such 
knowledge helps eliminate ci»stly 
errors during the process of gather- 
ing basic research data. ■ 



On-the-desk television 

Radio and tv stations on West Coast use video-like projector 
to supplement own sales reps in making on-the-spot presentations 



"No .\i,\ I n-R now ..vRriri'i.Air a promotion man 



ts, he cannot possibly compete u ith a good motion pic- 
ure." 

So says Bill Stanley, director of special promotions, 
'BCCOP-'rV Los Angeles, in explaining why his station 
1 — like others — has adopted new. t\-like ei|uipnieiit 
IT making sales presentations. 

The equipment is, simply, a compact and portable 
Jack age that contains a sound projector and an 8'2- 
i>y-ll-inch rear-projection screen, capable of showing 
i$ much as 15 minutes of 8 mm sound film just about 
Mly where — including a lighted room — where it can 
plugged in. 

Its use is based on several factors, says Jim Ingra- 
ilm, general sales manager of KNX Los Angeles, ra- 
lla outlet that keeps two going — • one on each const: 

(1) Pictures help to diminish misinterpretation 
especially in visual sales aids like charts and graphs), 
bus help to get a sales concept across in minimum 
inie. 

(2) Saving a potential customer's time is important 
n multiple-station markets like Los Angeles, where 
iMurnnce that you'll take "only 15 minutes" may mean 
ihe difference between gaining — or losing — access 
i) a buyer's office. 

(3) The directness and completeness of filmed 
Presentations help to relieve bu\er suspicions by literal- 
y showing him the story, thus leaving no doubts about 
underlying motives." This is especially important in 
Promotions requiring cooperative efforts. 

(4) Completing the film itself requires compacting 
he presentation and getting it dow n to basics that are 
taled clearly and simply. 

Stanley says that his station was able to "tell the 
at ire theme" of a contest (for merchants who were 
wing asked to participate) in 90 seconds. In fact, what 
bly saw actually had been a 90-second tv spot, boiled 
to«n from videotape to S mm film. 

(5) For stations like KCOP. which are selling color, 
lie film can be of the same fabric whereof it speaks. 




0 w» 



Jim Ingr^hjm, g«ner«I t«l«t mtntg^r, KNX lot Angttct, inlrodueo 
rgar-projeelion video i«U« aid lo mtmbers of sKlion s«l«s staff 



"W'c know for a fact that it's helped bring in new 
sponsors w ho previous!) had not advertised on radro," 
Ingraham sa\s. I he advertising head of one Los \n- 
geles dairy, alter seeing a s.ilcs film in his own office, 
gave his entire Uval radio budget to KN.X Indeed, 
why not.' \'ideo. says the broadcaster, sells the con- 
sumer — there's no reason why it shouldn't also sell 
the tmiehuv er. 
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Checking tubu'alor thaf record} number of piclcupt is Arthur I, 
Hffcht, WCBS-IV director of advertising and program promotion. 



CBS' new headquarter? 
neart completion. 
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ij|,h» life at the lite of WCBS-TV exhibits. The 34 WCBS-TV New York exhibits, "Eya on the Community," have b*an altrjcting 

hich are operational between 7 and 1 a.m. ihe interest of passersby at the average rate of 70,000 per week since inslalUtion 



lids N.Y. sponsors' show 



Sponsors \ri hi \i i iiixt. from a highlv successful 
lUicncc promotion plan devised by CllS in conjunc- 
tn with the construction of its new headquarters in 
'w ^'ork. 

Thousands of persons passing the building site 
:Cc Ma\ I have made over 250,000 telephone pick- 
to hear taped messages, each dealing with one of 
illustrated panels whose theme is an "Hye on the 
mimunity" \ iew of New ^'ork, as told through sar- 
is localh produced W'CBS- F A' programs. 

0\er half a di>/en of the panels ("Eye on Wash- 
ton," "Eye on the Fair," etc.) are segmenls taken 
p<m the weekly prime time l:!\e on Xew York series, 
jning from the promotion (although no sponsors for 
y program are identified by name) are such ad \ er- 
rs as American Tobacco, Associated Products, 
ttnc and Richard Hudnut ( Warner-Eambcrt ). which 
vc participating minutes in the hye on Xcw York. 

Passer-by interest is also high for the "Hye on 
:lss"' panel, which includes Evenini; .\e\\ K with Roh- 
Innit, a hall-hour program for which regular spon- 
* are Eastern Airlines, Colgate, (llass Container 
p.. Ha /el Bishop, Arnold Bakeries. I'lel Brothers, 
asc Manhattan and Breakstone ( National l)air\ ). 
Frank Clifford, W CBS- 1 \ director of sports, de- 
the taped message for the "E\e on Sp^irts" scg- 
CW. His telecasts are deli\ercd during the aforemen- 
•M Robert Trout broadcast and during the Law 
us Willi Jun Jensen, spoiisoreil In American Air- 



lines, Philip Morris, Pi^C>. dreyhounil. Hertz, dallo, 
\ la /el Bishop, Breakstone and the New York Herald 
Tribune. 

Sponsors for the late night feature films, subject 
of the popular "Eye on Motion Pictures" exhibit, in- 
clude many of the station's advertisers. Also covered 
in this panel is Schaefer A ward I heatre. sponsored b\ 
F.iV:M. Schaefer Brew ing, aired nine times during the 
\ ear as a full) -sponsored mo\ ie. 

'I he exhibits are operational tvtween 7 and I 
a.m.. and three li\ e t\ monitors at the site bri>adeast 
the station's regular programing during these hours 
lo date, phone pickups ha\e been averaging aKnit 
70,000 per week; Saturday s and Sundax s show the 
most actis it). w ith I 5,000 "listen-ins" on each ila\ . 

The current exhibit is the fifth to be installed at 
the building site since the pronK>tion began last Octo- 
ber. A computer has so far recorded over 2 5 million 
telephone pickups. 

Last Februar), a CBS exhibit promoted network 
programing, and Jackie Gleason took honors .is the 
leading attraction (sponsors for his next scaM>n"s show 
are Philip \li>rris, RaKton-Purina. Socon\ -Mobil and 
Orackett). Next in {"Hipularit) w as lit J Skt lit >n ( adver- 
tisers are Tev er. Whitehall. \llvrt(<-C ul\ (.r and Philip 
Morns), folknved b\ the ih%er!\ llil!lnllit\ (Kellogg 
and R J Re\ nolds) 

Prior to the present d spKi\ , CBS u-cd the area 
to promote its se\en owned r.idio outlets ■ 
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Tv commercials testinifi 



Video-Scope system for measuring commercial recall 
and attitude change is here after two years, $100,000 
in development; five agencies, one advertiser sign up 



■ A LI.ADING ADVERTISER and 

four prominent ad agencies are al- 
ready using Video-Scope, a new on- 
the-air method of evaluating tv com- 
mercials. 

The system, developed by an in- 
dependent research company, pro- 
\ ides one answer for advertisers 
who want effectiveness of tv ad- 
vertising measured by someone 
other than the agency that created 
it. it's also intended for sponsors 
who are no longer interested only 
in audienee rceall and who also 
want to know about ehangcs in 



attitude toward their produet after 
viewers have seen their commercial, 
on tv. 

Scheduled to be used by a fifth 
agency shortly, the system employs 
a before-and-after viewing attitude 
measurement that is conducted with 
two independent telephone inter- 
views from systematic random 
samples. 

The "before" group contains 
telephone-listed households in which 
a family member has watched the 
program in question at least once 
in the last four weeks. They arc 
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Robert E Spinner, preildcnf of Mjriceiicope Rcioarch and originator of the Video-Scope sys- 
tem, t*y« m»nof»cturers are "very unhappy that agencies are testing their own commercials." 



questioned before the prograjm ii 
ually carries the commercial wft| 
is being tested. 

The "after" interview is ex 
ducted the day following the tti 
cast among a second group of t 
spondents whose only requiremg 
is that they have seen the previa 
evening's program, At this tift 
attitude change and degree of e€i 
mereial-reeall are determined by a; 
plying the answers of the sec«: 
group against those of the first- 
Robert E. Spinner, president 
Marketscope Research and origff 
tor of the system, says Video-Se©. 
simply tests the relative effecfiii 
ness of one commercial againsst 
other in the same produet cal 
gory in the same markets under tltjjj 
same conditions. The system is fh 
designed to measure the rceall i 
attitude change relating to a m 
commercial or to a competitfi 
commercial. It may also deten^i 
the audience's saturation point f 
an existing commercial. 

"Manufacturers are very 
about advertising agencies ijsi 
their own systems to evaluate tft; 
own commercials," says SpiaA 
"An advertiser with four or f 
different agencies inevitably 
into four or five different wayi 
testing his tv advertising." 

Cost for the Video-Scope 
search is based on 300 inter^i 
for a spot in a show with a 
rating. Advertisers who sign 
delayed-attitude tests only on lt| 
more commercials are ' 
$1650 per commercial. On the sadj 
total number, testing both "befsi 
and "after" attitudes costs 
per commercial. 

Heretofore, tv advertising 1; 
only been measured by the M 
dients that went into the 
commercial, without considcrad' 
of produet usage, the degrgi 
which the show is liked and i 
audience viewing habits, says Sj 
ner. 

The Video-Scope projects m 
signed to meet those problems,, 
voh'cd two years of rcscareh 
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service debuts on air 



>?sf about $I(K).(KK). lie reports, 
n uniianietl advertiser allocated 
U), ()()() to review old methods and 
I create neu ones, later i:a%e $12,- 
K) more. The rest of die research 
;pcnse vva«; born b\ Marketscope 
fsenrch. Spinner's company. 
Spinner says that he cannot re- 
al the names of the agencies and 
e advertiser because each also 
%% its own research methods and 
wiously would not want to ap- 
jar to endorse another. 
The Video-Scope method is still 
Tdergoing some refinements in 
cmantic differentials," but is 
hcrwise complete. 
And many agencies and adver- 
>ers have been exposed to the 
fuentation given by his Markct- 
Ppe Research group. Spinner cx- 
ains. (Markctscope handles re- 



search for, among others. (General 
boods, Colgate-Palmolive. Werner- 
l.anibert and Cleneral Mills.) 

"We are currently concentrating 
on selling our ser\ ices to manufac- 
turers." he sa\s. "because we feel 
the atlvertiser should be aware of 
our research system he jure we go 
to the agenc) ." 

Because of this approach, several 
agencies working for the same ad- 
vertiser have sometimes requested 
to see the presentation, he explains. 
In fact, all five agencies now using 
the system work with the same ad- 
vertiser. 

This may indicate that, although 
many advertisers spread their ac- 
counts around, some are looking 
for a central or unified system of 
research. Spinner contends. 

As it is now being pitched to ad- 



vertisers, for lis t)n-the-air test. 
N'ideo-Scopc replaces die sponsor's 
regular network conmicrci.d with a 
new conimerci.il in a specific, 
isolated, local market. I o achieve 
balance, this is d*>ne in three equ.il 
si/etl cities at the same time, and 
combined results from these three 
sub-samples make up the total 
sample. 

Ciirrentlv , sub-samples are se- 
lected from the following 14 mar- 
kets dispersed throughout the I 'nited 
States where local cut-ins cost an 
economical .SI 00 each or there- 
about : 

\ fiddle Ailanin: Portland, .Me.; 
Scranton Wilkes-Barre, Pa.; Ro- 
chester, N.^".; Albanv/Tro) ,Sehc- 
nectadv . .; Pittsburgh. Pa. 

luisi (eniral: Green B.iv. Wis; 
Port W'av ne. Ind. 



idmen interviewed on new testing service 



Si'i civL tNTiRvii vvs of advertis- 
g research people who'v e been cx- 
"ns-d to the Video-Scope presenta- 
m were conducted by Sponsor 
an informal test of the new 
Ming method. In summary, these 
peney people believe the system 
be ver\ effective, if somewhat 
pensive. 

Roger Doyle, director of research 
t Charles VV. Host agency, be- 
vcs the Video-Scope system has 
Vantages over the aided-recall 
d captive audience survev meth- 
Is,. "In every way but price it 
I >rks better than the other well 
f lovvn systems being used." he 

Anders Krnll. Cunningham & 
alsh director of research, believes 
*jC advertisers and agencies are 
?;(e and more interested in meas- 
ffg attitude and that the Vidco- 
■opc method fills that need. He 
ints out that Ct'iW has its own 




Paul Ktller 



Andert Krall 



Regar Doyl« 



system for measuring recall and at- 
titude, as well as different systems 
that clients request CJcW's methods 
use the same group of people for 
reactions both before and after the 
commercial. 

Paul Keller at Reach .McClinton 
also believes there is a growing in- 
terest in obtaining attitude change, 
especially bv using a natural en- 
vironment. .\lanv people are trying 
to cot awav from the controlled 



group atmosphere, he s.i\ s. and the 
on-the-air method is one wav of 
diMng so. People viewing television 
at home under natural C(>nditions 
have a different rcsptmse from 
people w ho know thev are in a test 
situation. Keller points out. 

A drawback of \ idco-Scopc. ac- 
cording to Keller, is that it doesn't 
me.isurc sales results, "But then 
nobodv thvs that cffectivelv he 
adds ■ 
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oommeroials testirig • • • 



ScHitliwt'sV. Tulsa, OkhiIiom;i 
City, ()niah:i, 

iVcsi: Denver and Seattlo/Ta- 

coma. 

Most of the tests conducted so 
far have been on prime-time shows 
with high ratings. For a show with 
a 20 rating, about 1000 ealls are 
necessary in order to obtain 200 to 
300 completed "before"' interviews. 
For the "after" interviews, about 
1 500 ealls are required. 

Sample size would be smaller 
for a daytime show, of course, 
because the audience total would 
be lower. 

Respondents are chosen from 
the phone book on a systematic 
random basis. Although "before" 
and "after" replies are sought from 
two different groups, the samples 
are consistent. Spinner explains, be- 
cause, "the theory of sampling is 
that if you take a large enough 
group, chosen by exactly the same 
method, the characteristics remain 
pretty much the same." 

Spinner points out that a survey 
of people who have viewed a speci- 
fic commercial may show a high 
positive attitude change toward the 
product, as compared to the survey 
group that has not viewed it. This 
onl) indicates that the commercial 
has improved the viewers' disposi- 
tions toward the product, not that 
thev will buy it. 

An excerpt from one of 30 Video- 
Scope studies illustrates the point: 
In that test, favorable attitude to- 
ward the product increased 25 per- 



cent after one exposure to the new 
commercial! 

"That doesn't mean sales will in- 
crease 25 percent, however," Spin- 
ner emphasizes. "It merely reflects 
an attitude change and suggests that 
this commercial would be more ef- 
fective than one that shows a change 
of 5 percent, 10 percent or 1 5 per- 
cent in the same situation for the 
same brand. 

"We do not know to what extent 
the commercial will increase sales 
because distribution media, fre- 
queucy-of-cxposure and other vari- 
ables also come into play." 

The attitude change may mean 
different things for different prod- 
ucts — or in different situations. 
Spinner comments. "Thus, unlike 
many measurement systems, there 
isn't one set percentage of change 
that means 'good' or 'bad'." he con- 
tinues. "For example, the range of 
attitude change for regular coffee is 
different from that for instant coffee. 
Therefore, a high score for one 
product mav not necessarily be good 
when recorded for another product. 
One reason is that when share-of- 
market is higher, the attitude shift 
is easier." 

Video-Scope research also indi- 
cates that the tv program itself, in 
which the commercial is slotted, af- 
fects people's attitudes towards the 
product. In general, viewers who 
like the program are more likely 
to be aware of — and to remember 

a commercial within it. Further, 
people who watch tv most often 



CLAIMED PRODUCT USED IN LAST YEAi 
AND CLAimiiS BR^ND USED MOST 0FTBN 



BASE: (Program watchers) 
Used corn chips m p^sf year 

Brmndl uSed rtl4*f "Mffen 

Brand X 

All other bronds 

Did not use corn chips in post year 



76.7% 



52.,6% 
24.1% 

23.3% 



21.J% 



On® of 30 Video-Seop® sludias on pr®- and posMejting alliludes toward brands adver- 
t i«d on tslsvision "Brand X" has been subs»>u»®d for the actual nama of the product. 
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usually remember commercials ho 
Even though they are exposed 
more, they jetain niorc. 

During its first year of testit!| 
Markctscope researched 10 diffcrct 
ways to evaluate commercials, 
following techniques were found: t 
have the accompanying disadvar 
tagcs, according to Spinner: 

• Captive audience: (I) artificii 
viewing situation, (2) non-reprcMH 
ative sample, (3) inadequate an 
tude-measure, (4) group questior 
naire administration does not tafc 
into account the speed of respOii 
by individual viewers. 

• Closed circuit on-air test: ( 
cooperation must be solicited prl^ 
to the test, which may slant the it 
sponse because viewers are more f 
tentivc, (2) self-directed samplf 
not a universal sample, (3) inaiE 
quate measure, (4) group questtfij 
naire administration. 

• Available on-the-air testfg 
services: (I) cooperation must b 
solicited prior to test, (2) inadequl 
attitude measure, (3) non-repfJi 
sentative vsampic, (4) verbatim K 
sponse not reported, (5) higla; 
costs, (6) syndicated post-tesliit 
service not adaptable for pre-tef 
ing. 

Video-Scope was to be an on-tti§ 
air testing technique designed 
measure recall and attitude chai^ 
that would be reasonable in C6 
and adaptable to other media, 'th 
target called for a ser\'iec that woo 
be geographically dispersed in arU 
where cut-in charges were low 
also would permit post-testing ft 
both new products and cstablisshe' 
products. 

Four different metliods wp 
tested: employing independent san 
pies, the same sample, immediafi' 
and delayed-recall and attitude 

The conclusions drawn from ffl 
experimental research led to tli 
new Video-Scope system. One eof 
elusion was that delayed-recall 
attention, interest and comprchcr 
sion to a much more critical te"* 
than the immediate recall m 
therefore is more meaningful. Ali 
result, the Video-Scope ^y$m 
calls for telephoning the next eie' 
ning. Spinner says that he tested ^3 
on-the-air commercial one day affet 
it was telecast against the immedifl 
recall of a tlteatrc test and foiinf^ 
gigantic 64 percent difference i 
recall — 13 percent vs. 77 pei 
cent. 
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S Spciuer Scott. Jr.. /i until Erwin \\'a\cy. Rtishrotijj k Ryan 
III D'H CiitlH r. I'ffil . comtnv 'roiri an u'-\<H iati' media tlirt i 
lor post at J II 'alter Thompson. Ills cxttrisivv six-year media 
lull k around at 711 / involved workim; on Midi aeeoiints as 
I ord Motor C o. and Stott Paper. I'rior to that, he spent three 
years with llareoiirt k ilrace {now llareoiirl. Urate k H'orhl) 
and also was in the lumber ami hiiilding products field ,1 
wrtitliiiiie of Princeton, where he majoreil in economics. .Scott 
also studied at Ctdiimhia's (irtiiliiaie .School of /{iisiness Ad- 
ministration, lie is a veteran of II 'orltl War II, liavins; ser\ <•</ 
as a ntivif;ator in the Army Air Corps. 

MEASURING MEDIA'S 
THREE R'S 

—a career view 



By S. Spencer Scott, Jr. 

\'\C6 prestdcnt. director of iiu'dia iind rjiHio-l\ 
F.r"in Rothniiiff il^ Rv:in. Inc. 



Recognition, responsibility 
nnd remuneration offered 
in media hold special 
advantages over more 
glamorous areas of 
agency work, says 
EWR&R vice president 



■ 1 1 M.)\ \KI \N IM)|\ IDT \l. who 

is dctlicalcd to a career in ihc 
media I unction of agency uork. 
this article is not required reading. 
In fact, it may make y*ni a little 
smug about your job. If. however, 
you look on your media busing 
role as a crutch, or a rung on the 
laddei to more "impKirtant" things 
such as account work — then 
I hope that \ou will not onK read 
this article but also that you will 
give it some very serioiis considera- 
tion. 

Obviously this piece is w ritten 
to encourage people in media ca- 
reers and not without ulterior 
motives. 

Ask any media director and 
you will get the same answer: 
"Good mcilia people are ha rd to 
find." And the further up the scale 
vvc go in terms of responsibility 
and. not incidentally, remunera- 
tion, the tougher it is to find the 
right people. 

It is at this point that I hope 
I can diverge frotii the norm.il 
path of "we need good meilia 
people " art leles. Too main are 
written from the st.mil point of wh.it 
is good for the agency or the media 
director. Not enough articles are 
w ritten from the standpoint of what 
is good for you in reaching \our 
long-range goals. 

First, we must make some as- 
sumptions on what arc logical long- 
range goals for a reasonably in- 
telligent and reasonably ambitious 
person in our business. 

Starting with the two prereq- 
uisites abi^ve. and without these 
no one can K* successful in ad- 
vertising or any business, we shall 
assume that the long-range goal 
is management. It may sound sim- 
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EWR&R media supervisors checking final client 
plans are (l-r): Charles J. Siegel; Richard S. 
Bunbury, head of broadcast media; H. D. Leigh. 



plc, but the word management ac- 
tually embodies all the rights and 
duties for which most of us strive 
in our society. Recognition, re- 
sponsibility and remuneration reach 
their peak at the management level. 
1 use the word "management" in 
a plural sense because most com- 
panies operate with a committee 
or group management. The chief 
executive officer may have the final 
word but he in turn depends on 
his staff or line officers for in- 
formation and consultation on the 
operation of the business. 

By now, 1 trust that you will 
realize that 1 am attempting to 
encourage good people to stay in 
media, not just to build good media 
departments, hut to become candi- 
dates for agency management. At 
the same time, 1 should like to 
point out some advantages in fol- 
lowing the route of the media ca- 
reer in reaching the management 
level. 

Thousands of words ha\e been 
writlen in the last few years about 
the increasing importance of media 



personnel and the media function. 
New research techniques, compu- 
ters, accountability of advertising 
theories — all have upgraded the 
media function. Rather than dwell 
on those subjects which have been 
covered in great depth by count- 
less articles in the trade press, 
1 should like to turn to some very 
definite advantages of a media ca- 
reer which, to my knowledge, have 
never been spelled out in print. 

I think wc will all agree that 
the career media man can have 
a more permanent position with an 
agency than the account or crea- 
tive specialist who may move with 
each account change. What may 
not be so obvious is that stability 
is also an attribute which can work- 
favorably in other ways. 

The person who rises to the top 
of the ladder in any agency media 
department and stays there has 
achieved a certain degree of com- 
pany seniority. Added responsibil- 
ity and all it entails are usually 
forthcoming at the management 
•vel. This is the area that most 



people find extremely rewar 
because it means total involvemtn' 
in company activities. Instead 
problems concerning only his owr 
department, the individual fin& 
himself a part of decisions \sfhM 
are the heart of the business. Tbc?s£ 
would include new business, fi- 
nancial controls, personnel policijci. 
operational procedures, etc. 

Take a look al the major agen- 
cies and you will find many exain- 
pies of media people who haM 
achieved these goals. In some cast^ 
the media director performs thj 
management function in additiw 
to his primary role; in others, fee 
has assumed a management 
function. 

Conversely, there are example 
of those who made the switch frfltf 
media to account work and l&sl 
ground in their drive to join ttte I 
ranks of majiagemcnt. 

This brings me to my secon© 
point which is the degree of cofti-T 
petition in the media arena, KSs-laer 
toricylly. the account service: opeta-|sj 
tion of any agency has been Afl n; 



fliorc glanioroiK ami more highly 
^uiil part of agency hfc. As such, 
it has attracted much more than its 
fair share of talent entering an 
agency. 

'I o refute some of the beliefs that 
have led to this state of affairs, 
let ine say that the glamor of 
an account executive job can soon 
fade uhen one finds himself in a 
position where his whole livelihood 
depends on the whim of a "diffi- 
cult" client. Perhaps we should 
gonsider any higher salary scale as 
combat pay for expeditions in dan- 
icrous enemv waters. Regardless 
ftf how the differential started, I 
think it is safe to say that the gap 
has been narrowing, if not com- 
pletely disappearing, over the past 
10 years. Agencies are paying 
ledia personnel salaries which 
^fe within the same range as ac- 
count responsibility. The important 
point is that, as a group of operat- 
ing function, the account service 
area must have a greater number 
of people than the media func- 
tion. 

Furthermore, there seems to be 
a trend toward vertical expansion 
of account teams as well as hori- 
zontal expansion to encompass new 
accounts. On any one account we 
now hear of assistant account exec- 
utives, account supervisors, senior 
account super\isors and manage- 
ment supers isors — a formidable 
array to the lowly trainee! Because 
of this depth and breadth of the 
account group, an aspiring man- 
agement candidate must pro\c him- 
self sufvrior to a greater number 
of his fellow workers than he would 
as a media man. 

The final advantage to a media 
career as an entree to the man- 
agement circle lies in the fact that 
ithe media department can provide 
an excellent testing ground for 
those characteristics which are 
ought by management. Again. I 
go to the account service group 
for comparison. Since this is the 
group that steals away a great 
crccntage of good media talent, 
feel there is justification. 
Two account executives starting 
t the same time with accounts 
f equal size may find, after 10 
ears have passed, that one's bill- 
ifig and salar)' has grown at a much 
faster rate than the other. Does 
this mean that the lower man has 
ess talent or that the higher man 



has more luck in his client assign- 
ment? True, this is an extreme 
ease, hut in the account field it 
often occurs that management has 
little factual infi>rmation to go on 
in the selection of st.iff per%oniiel. 
Unless the account represent. iti\e 
has ilenuMistrated unusual talents 
in a \ ariety of different situations 
or has had outstanding success in 
the acquisition of new business, 
management must make its judg- 
ments on success or failure in a 
limited area of accounts. 

.Media, on the other hand, does 
offer some real opportunities to 
demonstrate management require- 
ments. The nature of media de- 
partment operation is such that any- 
one who has workeil his way up 
the ladder has probably had ex- 
perience on a wide range of ac- 
counts. The manager of a meilia 
department has had experience in 
administration and. be it good or 
bad. this is at least a known qual- 
ity that can be judged. Similarly, 
it is reasonable to assume that 
anyone with a media background 
is accustomed to dealing with fi- 
nancial statements and w ith cost 
controls. 

If figures are meaningless you will 
not get ahead in media in the first 
place! 

While the preceding paragraphs 
concentrate on the advantages to 
management of media training. 1 
would be remiss not to mention 
the effect of these same advan- 
tages on the individual. No one 
wants to be caught in a situation 
where his progress may be deter- 
mined by facts over which he has 
no control. Many of the frustra- 
tions of job advancement can be 
eliminated if the imlividual knous 
that real recognition and rewariK 
can be earned b\ nwastirahle per- 
formance on the job. A media ca- 
reer can offer this measurable per- 
formance. 

I have stayed away in this arti- 
cle from one critical point. 'Hi at 
is. of course, that one must ha\ e 
an interest and liking for agency 
media planning and busing. 

Without this, one can never reach 
the ultimate goal through a media 
career 

With it. a media career can 
offer satisf.iction in terms of short- 
term advancement and certainly 
serious thought as an opportune 
route to the management lesel. ■ 




SHIRLEY WEINER: 
of reps and Hawaii 

■ "S I \ 1 ION Ki I'Ri SI s 1 \ 1 1\ I s cer- 
tainly 'want the order,' but the> 
respect a bu\er's abilits to make the 
right decision for the client." sa\ s 
We r me II Schorr's Shirle\ Weincr. 
who is most impressed with the 
high caliber of the media representa- 
tives in the Philadelphia area. 

"The rep arrives at the agencv, 
prepareil w ith all the information 
necessary for a sales presentation 
— his station's aiulience. coverage 
figures, status in the market, etc 
He knows that the best bu\ for the 
ailvertiser w ill be made, and re- 
spects the buyer's judgment, no 
matter what the outcome." 

With W(.tS since earl) 1963. Shir- 
le\ is timebu\er for Ha\ iik Cigars. 
Kasser Wines. Admiral Sales Corp. 
(regional!)). 1 la/el Hishop and Rlu- 
menthal Bros. Prior to her present 
post, she was with the I orillard ac- 
count group at I.cnnen Newell. 
Previously, she hail been a time- 
bus er at Richard K .M.mi>ff. and 
first entered advertising with the 
Biow Co. 

Shirle) recent K returned irom a 
ilream vacation, after winning a 
"A\ eek in I law;iii" contest sp<insored 
by KCiMB- 1 \' Honolulu. Thanks 
ti> general man.iger Joe Herotd. she 
was able to "live the life of rovaltv" 
while on the island The onlv flaw, 
states Shirlev . is that she now ile- 
\otes much overtmie to entering 
contests, "hipping lightning w ill 
strike tw ice " 

A theater-c^vr. she sees .dl the 
pre-Broadwav shows that come to 
« Philadelphia ■ 
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Fall '64 spot problem: 

THE TRAFFIC FLOW 

Sponsor messages face problem of increasfng com- 
plexity of spot scheduling; agencies and reps agree 
more cooperation and understanding are needed 



■ Si A I ION TRAIMC I)ir<I.CTORS 

who perform vital, if littlc-rccog- 
nizcd tusks for sponsors — arc un- 
dergoing increased scrutiny as agen- 
cy, rep and station people try to 
meet the mounting problems 
caused by the growing complexities 
of spot seheduling this fall. 

The station traffic director's job 
is roughly akin to that of a police- 
man whose whistle-blowing and 
arm-waving directs the flow of traf- 
fic through a busy intersection. A 
job well done largely passes un- 
noticed, but when a jam oecurs 
bedlam can well become the order 
of the day, as those concerned focus 
their ire at the policeman. 

Such is the lot of a station's traf- 
fic cop. His (or her) orderly sched- 
uling watching for possible prod- 
uct conflicts in adjacencies, seeing 
that the proper sequence for spots 
is maintained, etc. — is usually 
taken for granted until something 
goes amiss. When this happens, it 
often means a sharp rise in tempera- 
ture for both the advertiser and his 
agency, as lost commercials and/or 
wrong rotation patterns result in 
station discrepancy reports, "make- 
goods" and lost revenue. 

If station traffic is fast becoming 
the Achilles heel of broadcast ad- 
vertising, agency and rep executives 
both agree that part of the remedy 
lies in greater understanding and 
L<M)[X" ration. 
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What can be done to help? 

Charles Buccieri, associate media 
director of Young & Rubicam, 
points out that his agency tries to 
give as much information as pos- 
sible to the station traffic director. 

"If there arc any doubts after 
reading the instructions supplied," 
he says, "the traffic head should 
wire or telephone the agency and 




Phyllis E. Taylor, a former station traffic man- 
ager, is now in radio-t«levision traffic produc- 
tion at J Walter Thonipson, Sain Francisco. 



clear up the problem. A good dirge- 
tor, properly informed, knows when 
the schedule is to start, how many 
different commercials are involved., 
what the rotation pattern is like, 
and, most important, knows if there 
is any short term objective, such M 
a promotion commercial that has x& 
go on scheduled dates and then be 
withdrawn. If the traffic department 
manager follows this, he will have 
a better understanding of the agency 
setup." 

Among the station repre:senta- 
tives who heartily agree with this; 
view is Katz Agency's Betty Fer- 
lisi, a former traffic manager at 
KSBW-TV Salinas, Calif. She help- 
fulJy suggests to her associates that 
"reps visiting their stations should 
chat with the traffic head and ex- 
plain just what they need. Such a 
meeting and the resulting under- 
standing can prevent later difficulr 
ties." 

Another possible solution,^ as reps 
see it, is offered by H. D. (Bud) 
Neuwirth of Metro Radio Sales. 
While expressing his highest regafA 
for the traffic girls and guys who 
"play a vital part in out selling #f^ 
forts," Neuwirth believes that m 
improved traffic system can be di-- 
signed through the use Of a com- 
puter. 

^'Properly used," he states, "the 
computer will lay out the tralffg; 
schedule of the station.. The trafffg 





Ch«{lring «vaila)>!)i.,l£>e> in 
thffir itilion'i Ittf-bt bool 
«l M«lrop6l>1«n Bre«dc«(lifig 
Tv't N»w Yorl oulltl, 
WN:EW-rV, are (Uf» lo righn 
Ed P«(rotSiy, tf»ffit m»nsg9f, 
tomm#rti»l mana.gvr Brr- 
nard Zeldman, Don Pf«v»n, 
lalst t«r«iee manager 



ni;iii;igcr\ job will be to exercise 
jutliiinent as an ail-iiuporlaiU and 
integral part of the operation." 

A unique view of the whole pic- 
ture was accorded Si'onsok by 
Phyllis H. Taylor, a former station 
traffic director, who places the 
blame for the traffic "headache" in 
the lap of station management, who. 
she feels, provide neither th; initia- 
tive to propcrK train, nor the recog- 
nition or rewards needed to main- 
tain, adequate traffic staffs 

Now in radio-t\ traffic-prod uc- 
tion at J. Walter Ihompson. San 
Francisco. Miss Taylor was with 
stations she describes as "among 
the very best." .She has been head 
of the traffic department at WW'L- 
r\' New Orleans, and also v\orked 
at Chicago's WBKB-TV. when the 
outlet installed a new traffic sys- 
tem. 

She maintains that a good traf- 
fic girl (or man) is an over-burden- 
ed, underpaid workhorse handling 
a vital station function for which 
she (or he) receives little recogni- 
tion, although the responsibilities 
are huge. 

A traffic director, she says, is 
one who must be able to quote 
availabilities accurately to si.x sales- 
nian at the same time, while answer- 
ing telephones and typing the daily 
program log. She is expected to 
hold her temper, keep short lunch 
hour>, and not mind a ureal deal 



of overtime, frequently without ad- 
ditional pay. 

"If she does her job well," .Miss 
I aylor continues, "she w ill general- 
ly receive a kind pat on the head, 
but a raise is out of the question 
because the job doesn't call for that 
kind of scale." 

And the result is predictable: the 
traffic director goes elsewhere 

According to .Miss Taylor, there 
are many skilled and dedicated traf- 
fic personnel w ho are doing ex- 
cellent jobs at stations. "Top traf- 
fic people." she relates, "are a breed 
unto themselves. In the tradition 
of show biz. "the log must go on." 
The traffic 'Joan of Arc' takes a 
lost spot or a prodtict conflict as a 
personal injury," she says. "Good 
traffic people a re smugK aw are of 
the fact that the station would fall 
apart without them, only nohodv 
else seems to know it. or care." 

It is also .Miss Taylor's belief that 
the average radio or t\ station in 
any given market still looks wpow 
its traffic department as a "neces- 
sary evil." relegated to a niche at 
the station, and staffed according 
to the belief that "anybody can do 
traffic." When new personnel are 
hired, often the only criterion is a 
"good typist w ith average intelli- 
gence." And then, often as not. er- 
rors occur, heads roll, and another 
inexperienced person is brought in 
anu the cycle starts ag.iin. 



if It IS true th.it the traffic de- 
p.irtment is a in.iin artery to the 
heart and soul of the business, then 
It is time for management to take .1 
gooil. h.ird look at its own attitude. 
Miss Taylor pleads. A well run. 
properlv managed traffic department 
should be worthy of sufficient con- 
sideration a nd respect, so that traf- 
fic becomes more than a stepping 
stone to some more inipt)rtani oc- 
cupation, she argues. 

"Once the traffic system li.is bee n 
learned." she states, "the cap.ible 
person w.mls out. wants to nun e 
up to where the salary is commen- 
surate w Ith abilitv and w here sh.' 
can feel that she has 'armed.' I he 
result is that the inihistrv lo^e^ the 
\erv people it needs from the pt>> - 
tions where they are the most need- 
ed. 

" I\hI.i\ . nun mg someone out of 
traffic is a step up the ladder 
Moving into the traffic department 
is seldom considered as a reward 
for being an asset to the station. 

"Until such time as there is a 
re-evaluation of the importance of 
the traffic department." concludes 
Miss Taylor, "and it becomes a re- 
spected member of the station f.im- 
ilv . paid on a commensurate execu- 
tive level, there w ill continue to he 
millions of dollars lost annu.illv 
eause of traffic mist.ikcs " 

Industry siudv of the s-tuaiion 
mav well long overdue ■ 
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Jingles vs. 



Acknowledged as one of the nation's leading "spoken word" salesmen, Arthur Godfrey 
continues his 25-year-record of talking products off the shelf and into the home. 




Recording a jingio, the Big Three are on the other side of the glass in New York studios; 
below, Tony Malola, at first stand, works with musicians recording score for Ballantine. 




■ That radio is endowed by its 
champions and critics with attri- 
butes and shortcomings — accord- 
ing to personal bias — is as obvious 
as the background pinging in a 
headache remedy commercial. Yet^ 
the admission that radio is a con- 
stant companion, even when reluct^ 
antly given, is almost universal. 

Seven out of ten adults, sur- 
veyed earlier this year, say that 
radio's principal role in their daily 
lives is not only that of a com^ 
panion, but it is also entertainer, 
reporter of the latest news develop- 
ments and a medium that helps 
to keep the mind occupied. 

It is, in other words, considered 
by this 70 percent as a joreground 
medium. 

Virtually all of the remaining 
30 percent describe radio as merely 
providing a pleasant musical ac- 
companiment to other activities. Or, 
in other words, a background 
medium. 

But among the most interesting 
facts to come from this survey arc 
those indicating that listeners to 
radio have a definite impression 
of types of commercials — jingles 
and spoken commercials — and 
arc capable of articulating their 
reasons for believing one form is 
more effective than another. 

Jingles are considered particu- 
larly effective by hackground lis- 
teners, whereas joreground listen- 
ers attribute almost equal effec- 
tiveness to both types of comnier' 
cials. These arc the highlights of a. 
study by R. H. Bruskin Assoeiatss 

Statistics quoted are based on estimates set forth; 
in Bruskin Associates' report, January 1964, and 
are subject to qualifications which CBS Radio 
will supply on request. 




RADIO MEDIA 



spoken commercial: which? 

New study reveals listener opinion on the effectiveness 
of the radio commercial when spoken or as a jingle; 70 
percent regard radio listening as an active involvement 



just rclcnscd by the CBS Rndin 
Network. 

C\ininienting on the survey. 
Arthur Hull Unyes. the network's 
president, says: 

"The subject of advertising 'ef- 
fectiveness' is commniuling a great 
deal of attention these days. Ra- 
dio's two major advertising forms 
are jingles or singing commercials 
and spoken or straight word com- 
mercials. And it seems to us that 
the public's estimate of the rela- 
tive effectiveness of these com- 
mercial types would be particularly 
helpful at a time when more and 
more advertisers are turning to the 
radio medium. 

"While these findings are only a 
small part of the larger ad effec- 
tiveness concern, the fact that SO 
percent of the 2500 listeners Brus- 
kin Associates personally inter- 
viewed had a wide variety of de- 
finite opinion about the merits of 
radio commercial types should be 
encouraging to all concerned." 

A national probability sample 
was employed in the Bruskin sur- 
vey, with a total of 1 225 men and 
1277 women over IS years of age 
being personally interviewed. 

Before interviewers discussed 
commercial effectiveness, respond- 
ents were asked to select one of 
three statements which came closest 
to describing the principal role ra- 
dio plays in connection with their 
daily living schedule: 

( 1 ) Radio principally keeps me 
company, entertains me, and helps 
keep my mind occupied. 

(2) Radio principally keeps me 
informed regarding all the latest 
news developments. 



(3) Radio merely provides me 
with a pleasant musical background 
for other acti\ itics. 

Respondents selecting descrip- 
tions (I) and (2) were classified 
as "foreground" listeners. Those 
who reported that radio me re I \ pro- 
vided "a pleasant musical back- 
ground for other activities" were 
classified as "background" listen- 
ers. 

This analysis revealed almost 
three out of four respondents (70.7 
percent) are "foreground" listen- 
ers. These might be classified by 
their choice of descriptions as ac- 
tive, involved listeners. One- fourth 



(2fKS percent) of the resp*indents 
considered their listening in a pa^- 
sive sense with radio ser\ ing as a 
background to other activities Only 
2.5 percent reported no radio lis- 
tening. A slightl) larger percentage 
of women (30.5 percent ) than men 
(23 percent) classified themscKes 
as "background" listeners. 

It is also apparent that as lis- 
teners get older the} tend to re- 
gard radio more and more as a 
foreground medium (60.3 p<.rcent 
between the ages of IK and 34 a nd 
S4.5 percent after age 55). Rural 
respondents are somewhat more 
inclined to think of radio as fore- 
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jinglos vs« spoken . . . 



<• ound listening than are urban 
residents (76 against 69.4 percent). 

Ha\ing elassified listeners by 
their involvement with radio, Bru- 
skiii then asked: "Which kind of 



advertising message do you think 
is more effective on radio — jingles, 
that is singing commercials, or 
spoken, that is straight word com- 
mercials?" 



When all respondents are com-; 
bined, jingles are considered most, 
effective as a 'commercial form by 
41 percent, spoken commercials 
arc selected by 37.6 percent arid 
18.9 percent decline to make a, 
choice. Men particularly fayor the 
spoken type commercial (42.5 per- 
cent) as compared with women, 
(32.9 percent). 

By contrast, jingles are consi- 
dered more effective by 46 percent 
of the women interviewed to 35.9 
percent of the men. However, when 
the age of respondents is charted, 
we find that while over half — 
between ages 18 and 34 — pick 
jingles (52.9 percent) only 24.1 
percent of the respondents age 55 
and over think well of this form. 
The reverse profile is discovered 
for spoken commercials, with 29.3 
percent of the respondents between, 
the ages of 1 8 and 34 selecting them 
for effectiveness and 49.7 percent 
past the age of 55. There is very 
little difference in reaction between 
urban and rural residents. 

Those who listen to radio for 
news and companionship, "fore- 
ground" listeners, are almost even- 
ly divided in their opinion of com- 
mercial effectiveness. Spoken com- 
mercials were selected by 41.4 per- 
cent, jingles by 39.5 percent, with 
19.1 percent declining to make a 
choice. A disagreement in choice 
by the se.xes shows up here with 
44.8 percent of the females favor- 
ing jingles and 47 percent of thP 
male listeners picking spoken coin- 
mercials. "Background"' listeners, 
on the other hand, definitely made 
jingles a first choice, with 49 per- 
cent of these respondents sayiftg 
this commercial form was more e^" 
fectivc. rhis compares with 31 per- 
cent who favored spoken commer- 
cials and 20 percent who would 
make no choice. 

Respondents provided inter- 
viewers with a wide variety of 
reasons when they were asked why 
they felt one commercial type was 
more effeeti\'e than the otkcr. 
Those who favored jingles most 
often said that they are "easier 
to remember, attract attention, 
tunes are catchy, are appealfiT|:. 
pleasant." Between seven and II 
percent of those favoring jingles 
said "they are entertaining, enjoy 
listening to them. Melody >stay* 
with yo»i. enjoy rhythm of jingles." 



EFFECTIVENESS OF RADIO COMMERCIAL TYPE- JINGLES vs SPOKEN 
BY ■ FORFGROrXD' \s BACKGROrND" LISTENERS 
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SPONSOR 



Women, in p;irticul;ir, in;ulc men- 
tion of tiic rhythm and incU>dy 
and catchy times. Far more men 
tiian women. 39.3 percent to 2'M 
percent, mentioneil tiiat jingles 
were easier to remember. 

l£c|iiaily varied were the reasons 
given for choosing the spoken coni- 
nicrciai ns the most effective. 
"Easier to understand and rem em - 
bcr" headed the reasons, with "in- 
formative" a close second. Other 
reasons given were "creates aware- 
ness, gets your attention, appeal- 
ing, sincere." 'The comment "sen- 
sible" was mentioned by some. 
Women and men were in general 
agreement in their choice of rea- 
sons. However, as might be ex- 
pected because of the criticism tiie 
jingle form has evoked within the 
advertising industry itself, there 
were many respondents. 1<S.3 per- 
cent, who selected spoken com- 
mercials as most effective, and who 
gas'c as t he i r reason a general dis- 
like of jingles. These responilents 
primarily described jingles as "dis- 
tracting, annoying, childish." Some 
said jingles are "hard to understand, 
are repetitious, boring, tiresome." 

While specific feelings regarding 
commercials were elicited from 
eight out of 10 of the people inter- 
viewed, a significant number. 470. 
or IS.y percent, would make no 
distinction in the effectiveness of 
either commercial type. Of these, 
almost half cited no particular or 
.specific reason for declining to dis- 
cuss jingles or spoken commercials. 
Howeser, 22 percent commented 
"no one listens to commercials" 
and another 22 percent said "lx>th 
types a re the same." Only 4.5 
percent of the 470 interviewed 
who would draw no distinction said 
there were "too many commer- 
cials." 

In this survey, again, there is 
growing evidence of the new trend 
toward supplying the buying per- 
.sonnel of broadcast time with the 
kind of information that must make 
its way into the computers. Cer- 
tainly the availability of type of 
commercial preference. broken 
down by se.\ and age characteris- 
tics, can contribute to the effec- 
tiveness of creative operations. But 
the hard core of value is in the 
provision of tools with which the 
tailoring of campaigns for the radio 
medium is made easier. ■ 



REASONS RESPONDENTS CAVE FOR MAKING NO CHOICE 
BETWEEN EFFECTIVENESS OF "JINCIE" AND 'SPOKfN' COMMERCIALS 

TOTAl MALE FLMAIE 

(470 rospondentt) (238 r%tpon<j«nlt) (333 r«8pon<l«nli) 



No ono sipns fo commvic «ls 


22 1 o 


2! 0 . 


n 3 


Both typos aco the «ame 


2) 1 


24 0 


18 1 


Too many commercials 


4 5 


55 


3 5 


They ar® silly and an insult 








to intelligence 


1 5 


1 3 


1 7 


Don't know much about commofc *ls 


1 1 




22 


Don't listen to radio 


0 4 




0<> 


No particular reason 


5 5 


6 3 


4 7 


Not specified 


44 0 


42 4 


4i 7 



NoSe TolrtU rs ced b^ne^ due t© mull p e rnpn»f©!fi% 
OvvtUon 'vVhy Do You fori fhn Typ<r U Vofc lih<t'Vi$'> 



REASONS WHY RESPONDENTS FEEL " 


SPOKEN" 


COMMERCIALS ARE 


MORE EFFECTIVE 




TOTAL 


MALE 


FEMALE 


(941 respondents) (S31 retpondentt) 


(420 respondents) 


Spoken more effective because 








of !tt own advantages plus 








dislike of jingles 


\7 6% 


14 6% 


31 4», 


Spoken more effective, no direct 








1 negative to jingles 


64 1 


678 


59 S 


Easy to underst.»nd, remember 


26 7 


27 5 


25 7 


Informative 


24 2 


27 8 


198 


Creates awareness, gets your 








attention 


15 1 


13 6 


16 9 


Appealing, sincere 


9 1 


9 4 


88 


Spoken commercials are good 








(non-specific) 


6 1 


6.1 


60 


A more sensible commercial 


5.8 


4 2 


7 9 


Conveys a nies5«>ge 


3 1 


3 3 


7 9 


Not boring 


1.1 


06 


1 7 


Educational 


09 


1 2 


0 5 


Miscellaneous 


0 2 


0 2 


0 2 


Spoken more effective beeaute of 








ditlike of jinglet 


18 3 


176 


19 1 


Jingles are distracting, iinnoying 


16 2 


13 8 


19 1 


Th®y are childish 


106 


106 


10 7 


Hard to understand 


3 8 


3 8 


3 8 


Repetitious, monotonous 


3 1 


3 3 


2 9 


Soring, tiresome 


2.0 


1 2 


3 1 


No particular reason 


0 7 


0 7 


1.4 


Not specified 


0 5 


0 4 


0 7 


Notfl?- Tot.iSs e<ce^d b.94e^ d^je to m\j\Upt^ 








Question V^hy Do Yoy Teel Jhat Tvps Is Mors? EHest 







REASON WHY RESPONDENTS 


FEEL "JINGLES" ARE MORE 


EFFECTIVE 




TOTAL 


MALE 


FEMALE 


(1037 respondents) 


(440 respondents) 


(587 respondents 


Easier to remember 


33 5*43 


39 3 


29 1 


Jingles attract your attention 


28 9 


27 0 


30 3 


Tunes are catchy 


20 8 


18 4 


22 7 


Appealing, pleasant 


19 8 


23 0 


!7 i 


They are entertaining 


!0 9 


12 5 


9 7 


En|Oy listening to them 


8 6 


100 


7 5 


Melody stays w ih you 


8 6 


4 3 


1 i 8 


En|Oy rhythm of |ingles 


6 7 


4 I 


e 7 


Children lesrn. 1 ke to s ng them 


3 8 


2 3 


4 9 


J ngles are short ana to the point 


2 5 


3 0 


2 7 


Jingles are different 


1 7 


2 5 


1 0 


No pariicuUr reason 


0 5 


0 9 


0 7 


Not spec f led 


08 


i 1 


0 5 


Note ? til? ipBcr^'d brfnia d «• to 








Q «?st n Why Do V frr 1> IvP^ 's 
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g does it take an in-the-flesh salesman to 




Your highly trained salesman can travel only so many miles, make 
so many calls, beat so many bushes, dig out so many customers. 
Save him for hot prospects. To conserve the asset each salesman 
re[Kesenls— to reach through doors and minds otherwise closed 
-do your specialized business selling in the specialized business 
press, where your most etTicient dollars are invested. 



1911 i>r sireel, N. w., Wjihingion, D C. 20006 Representing the 
244 mvmbor magazines nl National Business Publications, 
ln( uho<.(' membership quahlications include indepen- 
(Ivnt audits by (/)<■ Audit Bureau ol Circulatior.s, the 
Ihjsmf-'.s Publications Audit ol Circulatioris, Inc., or the 
( .tnailian Circulations Audit Board, Inc. 




SP0M5®R 



^'iiTOugh a closed door? 



Longer thon it takes an adveitiscincnt in 
the S(ie( lali/ed husiness [ucs<^ — tiade, in- 
dustrial and [professional [publications that 
go straight to a [>re-selef ted pros[)0(t. 

How much does it cost to reach identified 
prospects with salesmen's calls ? 

More — l)v a hundicdfold — than it does to 
reach them with adv ertisernents in the 
specialized business press. 




How can you cos er u nidentified prospects, 
as well as identified [)rospccts ? 



With a vigorous, ini[)oitant, and continu- 
ing advertising [)rograin in the s[x»(iali/cd 
business [iress 



The specialized business [iress is industr\ s re[>orter nianauenent s 
instru( tor, the sales manager s r!i\in iiq rori the nurke'er s fnar\et 
data source Read In the man who wants to uet a'teacj and the r an 
determined to stav ahead the bus ness [n(>ss tea es t!ie new ( ohkm 
trains the anaK st retreads the old-t mer It st f\ es p n-pomts iden- 
tities It IS not a 1 tilings ti) .Vl men h is s[irc kk ^eekini; «)ut s[-)eritil- 
i/ed niarkiMs It isol.ites » la r ties ins(iires It reaches eificieniK 
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IMG SCENE 



NBC Gears for Political Business; SRO on Today' 



Although NBC-TV and Radio 
sold out its convention-election 
night piickage over a year ago (to 
Gulf Oil), there's lots of late busi- 
ness coming in for fringe political 
coverage on the networks. 

For instance, three new adver- 
tisers ordered multi-participations 
in the Today show to reach con- 
vention viewers. Today will orig- 
inate from the San Francisco Hilton 
during the Republican Convention 
July 13-17 and from the Claridge 
Hotel during the Democratic Con- 
vention Aug. 24-28, 

Newsweek magazine (Joe Cans 
& Co.). Mutual of Omaha (Bozell 
& Jacobs) and Book Enterprises 
(Schwab. Beatty & Porter) repre- 
sent new business for the network. 
They join 1 1 other sponsors with 
orders totaling some $600,000 to 
virtually sell out the Today show 
uuring the two convention weeks. 

Five other regular Today adver- 
tisers have also stepped up partic- 
ipations during these weeks. They 
are O. M. Scott & Sons. Gibson 
Refrigerator Div.. F. E. Compton 
& Co.. Regal Crown and Wol- 
verine Shoe &. Tanning Corp. 

To handle administration of all 
its political sponsorships during 
the campaign year, NBC has acti- 



JOURNALISTIC DRIVE 




Ann Morritty, rtporler with ABC News 
Election Unit, (ound ihii iho on y way i© 
handle San Francijso's h lis on heel c roundt 
arranging cov«rag« of the Republican Na- 
tional Convention She had ranted a caf 
but "just couldn't find any place to park " 



4i 



vated its Political Broadcast Unit 
which, once again, will be helmed 
by Ernest Lee Jahncke. Jr., as 
vice president. 

Three NBC executives named 
to assist Jahncke are: Paul M. 
Hancock, eastern sales manager of 
the radio network, who will serve 
as manager of the Political Broad- 
cast Unit; Gerard B. Petry, ad- 
ministrator, practices, who will be 
manager, production and opera- 
tions, for the unit; and Edward J. 
Roth, manager of credit and col- 
lection, with temporary duties as 
manager, business affairs. 



114 Hop Radio Code 
Bandwagon, Bell Reports 

The constant emergence of new 
codes — on cigaret advertising, 
and American business in general 
(Sponsor, June 15, page 18) — 
has not deterred the existing ones 
from swelling their ranks. Howard 
Bell, code authority director of the 
NAB, reports a gain of 114 sub- 
scribers to the Radio Code since 
April I, topping the membership 
total of 2000 for the first time, for 
a total of 2008 subscribers. 

Bell attributes the increase, more 
than 60 percent of the net increase 
of 181 registered since last June, 
to an intensified sales and informa- 
tion campaign launched April I. 

By the end of the summer, the 
code authority will release a new- 
information kit called "Radio Code 
for ■64." which will include a 
variety of advertising and promo- 
tion materials that will feature a 
revised Code audio symbol, ad- 
vertising mats and an illustrated 
brochure designed for station man- 
agement to use in its presenta- 
tions to aecncies. 



New Network Campaigns 
For Two DFS Clients 

Djncer - I it/geiald - Sample has 
placed network orders on behalf 
of iwo of its clients. IVu >-La> 
ami General Mills. 

1 he Frito-1 ay campaign, tliemed 
.1 "BirlhJay Bike SweepNlakes," 



is offering youngsters 500 fei 
cycles with a dual prize struetjt* 
for winners/ parents, including 
trip to the New York World.' 
Fair. The promotion is being gl 
tensively advertised on all thrift 
tv networks. 

General Mills is introducing 
new pour-and-shake cannister C0li 
tainer for its Gold Medal Wondj 
instantized flour, which has te« 
on the market a year now, pact: 
aged in sacks. Advertising on tl 
new container begins in August © 
NBC-TV and CBS-TV daytira 
news programs. 



Avery Gibson To Head 
Media Research Council 

Avery Gibson, vice presidert i 
charge of H-R Facts, the sales d« 
velopment division of H-R 
resentatives 
H-R Telef 
sion, has bee 
elected p r e s 
dent of the R 
dio - Telev€l:ii 
Research Cotfi 
cil. She sqcqged- 
Harvey Spkgg 
director of rt 
search, TvH 
Also cleeR 
were Bill Rubens, manager of im 
ience measurement for NBC. flctf 
dent-elect, and Lee O'Brien, %y 
search director of WOR-TV 
Radio New York. secrctary-tKS 
iirer. 

The Council, with a 
membership of 60 fepre.seflfastff 
from networks, agencies, slgjtii 
groups, national spot sales e 
sentatives and advertisers, servai ij 
a platform for discussion of irtdu 
try research problems. 




Avery Gibson 




"Survival" Selling Well 

Official Films reports that §| 
sor reaction has been generally Jpt< 
on its new first-run syndieitw 
series. Survival. Although no i 
have been made directly to 'aim 
tisers thus far, the series has s# 
to 14 top stations, including iJ 
Crosle\ group. 

Stations, in addition to Cf«i4£ 
include: WIMX New York KCC 
Los Angeles, WWJ Detroit, m 
St. Louis. WTIC Hartford-?^ 
Haven and KO.VIO Sealtle-Taejait 



Friendliest 
stop-sign on the road 

(It invites you to relax, have some fun, and save some money.) 




Smart motorists stop at the Sheraton sign for: Free TV and radio. Free family plan (no charge for children in 
your room). Insured reservations. Guaranteed rates. Free parking. (Many Sheratons even give you free laun- 
der-in facilities, free coffeemakers, free ice cubes, free swimming.) Rooms are comfortable. Rates are sensible. 
Restaurants and lounges are well-run, congenial, right on the spot. You'll fmd Sheraton Motor Inns in or near 
New York, Los Angeles, Boston, Chicago, Baltimore, Tampa and other major cities coast to coast in the 
U.S.A. and in Canada. For Insured Reservations call any Sheraton Motor Inn. Hotel, or Reservation Office. 



8 




Coast to coast in the U.S.A., in Hawaii, Canada, Jamaica, Puerto Rico, Venezuela, Nassau, Mexico, Tel Aviv. . 

Sheraton shares are listed on the New York Stock Exchange • Diners' CI jb card honored for all hotel and motor inn services. J 
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RATE CHANCRES 

KCiVIT-TV Alexandria, Minn.: 
New rate $300 per evening 
hour, effective October 1. Form- 
er rate $225. 

WAl.A-TV Mobile, Ala.-Pensa- 
cola, Fla.: New rate $600 per 
evening hour, effective October 
l. Former rate $500. 

KNTV San Jose, Cal.: New 
rate $400 per evening hour, ef- 
fective October h Former rate 
$350. 

KRCR-TV Redding, Cal.: New 
rate $300 per evening hour, ef- 
fective October 1. Former rate 
$275. 

Columbus, Ga.: New 
rate $550 per evening hour, ef- 
fective October 1. Former rate 
$525. 

KTVO Ottumwa, la.: New rate 
$300 per evening hour, effective 
October 4. Former rate $250. 



Warner Bros., ITC See 
Syndication Sales Spurt 

'I herc'll be lots of progrnm ma- 
terial available for sponsorship, off- 
network, first run, and feature 
films, judging by recent sales re- 
ports from such syndication houses 
as Warner Bros, and Independent 
Television Corp. 

Warner Bros, took in $3.4 mil- 
lion in sales during its fiscal quarter 
covering March, April and May. In- 
volved were 94 sales of programs, 
cnrtoons and features in 44 mar- 
kets. It was the third highest quar- 
ter in the firm's two-year history 
and 31 percent higher than the cor- 
responding qunrtcr last year. 

More than half of the money re- 
ceived from program sales came 
from purchases in ten major mar- 
kets of the off-network 77 Sunset 
Strip, including New York, Los 
Angeles, Chicago, San Francisco, 
Washington. 

Sales for June continue at the 
same slepped-up pace, reports 
Warner Bros., with 22 additional 



contracts signed in the first ten days 
of the month. 

The first week of June was par- 
ticularly successful for ITC, whith 
wrote international orders on new 
product to the tunc of $1,200,000. 
With another half-million dollars 
in domestic sales for the same 
period, it added up to the biggest 
one-week gross in the company's 
history. 

A major share of the interna- 
tional revenue comes from Canada. 
The English-speaking CBC bought 
Daiii^er Man, Stingray and new 
production of The Saint, and the 
French-speaking network bought 
Sentimental Agent. Co clef i eld, 
Brown Advertising Agency bought 
The Saint and Danger Man for 
French-language telecasting. 

On the domestic front, ITC is 
off to a good start with its new one- 
hour scries. Espionage, bought by 
Metromedia for New York, Los 
Angeles and Washington, D. C, 
and sold to stations in Dallas, Indi- 
anapolis and Denver. Another 
series, Man of the World, was sold 
in such markets as New York, Los 
Angeles, Dallas, Indianapolis and 
Syracuse. 



Chemstrand, Quaker Stat 
Sponsor Kick-Off Show 

In an interesting switch on tt 
CBS-TV Gencrar Foods idpi 
Chenistrand and Quaker State Q 
Refining Corp. will sponsor M 
hour long special on Sept. 1 3 whici 
will kick off the ABC-TV fall sr: 
son. Bing Crosby is host to a lint 
up of stars, 

Chemstrand, via Doyle Dft 
Bernbach, is a participating spGj' 
sor in Hollywooc! Palate, ft 
Quaker State is not rcpresenlc 
in the network's new season c^ls. 
that much. The General Foods f& 
mat, on the other hand, has itisl 
tionally kicked off the CBS m. 
son with a special, starring t1 
stars of all upcomixig GF shows. 

The Quaker State prder 
through Kcnyon & Eckhardt. 

Stripes for Five at WaiS 

Promoted to vice presidents ■ 
Wade Advertising are: Mary Ai 
flick, senior ereativc supervisor ci 
Toni; Grover Allen, direetpr dj 
television production". Harvey AjH 
derscn, direetor af. markeiinf aiH 
research; Dave Nelson, account cH 
eeutive on Miles" Chocks and 'N'^H 
\'ine; and Weldon Yocum, accoaB 
exceuti\'e on Berry Renning CtH 
Fannie May Candies^ Herrud Pae'H 
ing Co. and Waterfill and PfmM 
Distillery Co, M 



(ill over Atnerica, people of all ages 
(ire listening to tlie radio again, to 

THE LIVES OE HARRY LIME 

Orson W(;Iles 

CAPr. HORATIO HORNBLOWER 

Michael Kiulgravc 

SCARLET PIMPERNEL 

Mariii.s Coring 

IHEAIRE ROYALE 

LaiiroiKu* Olivier 

SECRE I S or SCO 1 LAND YARD 

(^liNe Brook 

I HE QUEEN S MEN 

Uoval Canadian iMonnt<Ml PoIi<*e 

I HE BLACK MUSEUM 

Or.><on Welles 

7 nrlivorh series . . . 364 radio dramas . . . 
irviitg feld. 230 park avf\, new York rnii 9-5857 
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^Broadcast Best Local Buy, 
Eays Canada Dry's Saylor 
Radio ami iv account for the 
greater share of the ail budgets 
af 17 pareut-operatcd divisions of 
•Canada l)r). uhich has just 
liiunched the strongest, most con- 
tCentrated ad push in its 57-\ear 
bhtory. ('o-o[> funds in some I. S3 
Other markets will also go large Is 
into hroailcast media. 

Cost-per-thousand was the de- 
fining factor, according to L. S. 
lJa_\lor, vice president of U. S. Car- 
bonateil operations. Referring to 
(the local market, where tv will 
donjinate. he said, 'Had tv costs 
in those markets put those rating 
points beyonti our means, we 

Kseuld simply have turned our at- 
cntion to newspapers or radio, 
vfhichcver would for our dollars 
give us the tiegree of frequency, 
continuity and dominance we 
wanted." 

Another advertiser with an obvi- 
ous eve on summer picnickers is 
kming broadcast, primarily radio. 
m a local basis. Hanover Canning 
LO. has one-minute spots running 
in 15 stations for the two-week 



A DOG'S LIFE 




Although the company tpends under $700,000 in tslsvition mnually, Polk Miller 
Products' comm©rc!aU hav® wslk@d off with creative swardt in th« p»%t H®r«'s %i»e 
of on® of thii ysar't spots, which start th§ end of June and continue all summer on 
several network shows He's shown with mood masks he wears to indicate (right) 
"summer eciema" misery and (left) relief from Sergeant's D^rma-Foam. N W. Ayer is 
the agency. 




period prior to July 4 throughout 
its central Pemisv Ivania. Mar\ land 
and Washington. I). C. market 
area. Featured prod uct is "Guest 
Quality" brand Pork "n Beans. 
WBAL-T\' Baltimore is also in- 
cluded. 



SRO for Cleveland Open 

William Hst\ has bought the 
Cleveland Open golf tournament. 
June 27-2S on the Sports Network, 
for three of its clients — - R. J. 
Reynolds I'obacco, Groom and 
Clean. P. Balhintine. Round um out 



CAMPAIGNING ? 
Select A Wmner. . . 

The South's Fastest 
growing Television 

Market 



JACKSON, MISSISSIPPI 

WJTV 1 2 - WLBT 3 



K A T 2 



HOLLIi. GBERY 

SI 



the die 111 roster on the $1 10.000 
links classic is Goodyear Tire & 
Rubber, via Young & Rubicam. 



Beer Business Flat, Is 
Industry Survey Finding 

Despite an annual advertising 
outlay or about $275 million, a 
huge part of it in broadcast, beer 
volume has risen only 1 1 percent 
since 1945. So charges A. Edwin 
Fein, managing director of Re- 
search Company of America, in the 
current edition of the "Brewing In- 
dustry Survey." 

Advertising expenditures in 1946 
were $50 million. Of the current 
all-industry budget, $61,380,000 
is in spot television. $7,062,000 in 
network. Nine of the top 50 spot 
radio advertisers are breweries, 
spending a total of $2 1,444,000 in 
that medium. 

However, from the broadcast 
standpoint, it is interesting to note 
that the 10 leading brewers in- 
creased their total measured media 
advertising expenditures about 76 



* 1 I'll 



percent between 1958 and 1963, 
says Fein. This group spent an av- 
erage of $ 1 .67 per barrel in 1 963, 
about 80 percent of it going into 
television ($41,730,940, according 
to 1 vB). 

Although total industry growth 
may be falling somewhat flat, in 
Fein's analysis, the major producers 
have progressively increased their 
share of the market. The 25 lead- 
ing brewers accounted for 82.3 per- 
cent of all beer sales in 1963. 70.5 
percent in 1958, 61.3 percent in 
1953, 49.2 percent in 1948. 41.4 
percent in 1943. 



Dodge Dealers Use Spot 
Tv for Two-Month Drive 

The 91 San Francisco Region 
Dodge Advertising Assn. dealers 
(northern California and northern 
Nevada) launched their first promo- 
tion with a heavy schedule of 10- 
and 20-sccond tv spots in prime 
and fringe time on 17 stations in 
eight markets. An average of 140 
spots per market will be used during 
the June-July promotion. 

The theme, "Dodge Dcalin" 
Days," is tied into strong point-of- 
purchasc window banners, pennants 

I' .'in ■ -<t ♦ "I 'p.l ' "■ t 



THE FIRST IN ITS FIELD 




Glen Icmpvrcur. president of Keystone Custodian Funds, Boston, accepts Pioneer 
Advertiser Award given by WBZ-TV to Keystone Mutual Funds for being the first 
loc*ny-b*s«>d advertiser in its field to use tv. Looking on, left to right: Harold 
Vaughan. Oortmus & Co vice president, lamont Thompson, station general manager, 

Rus Arena, Ksystons advertising manager 



for display cars in and out of show 
rooms and bunrpcr stickers. Loca' 
dealer tie-in, advertising and pro^ 
motion will supplcmeni. Promotion- 
al package was sent to each deak. 
containing suggested 30- and S& 
second radio spots and other mttgj? 
ials. 

BBDO is agency. 

CBS Promotes Greene 

William D. Greene, assi&tan 
general attorney of CBS sirlet 
August, 1960, has replaced Affdrefs. 
Subbiondo as 
director of ad- 
ministrative op- 
erations for the 
radio network. 
Subbiondo be- 
came controller 
for CBS Radio 
in March. 

Greene work- 
ed for radio 
and tv produc- 
tion firms until 1951. After thi 
Korean War, he attended the Uni 
vcrsity of Connecticut School & 
Law for a year, and worked duf 
ing that period as production msQ 
ager at WKNB-TV Hartford 
Transferring to Fordham Univeiii 
sity School of Law where he re 
ccivcd his LLB degree, Grccjlj 
joined the legal staff of ABC and 
after graduating, joined the Ian 
firm of Hawkins, Delafield ant 
Wood. 




William D. Green: 



Soft Drink Bottlers 
Buy $43 Million in Tv 

The nation's soft drink bottler; 
are continuing to pour rexor^d 
breaking dollars into nQtwork 
local tv advertising with the sin 
nouncemcnt of a $43.8 million, in 
vestment in 1963. representing * 
39.9% boost over the previous yeoir 

According to a just-released Ft 
port, "virtually every major fran* 
chise firm, independent and locally' 
owrncd bottling plant involved tt 
television advertising boosted 
penditures. CoincidCntally. a to 
of additional operations becaOf^ 
first-time video advertisers." 

The new gains surpass the na- 
tional growth for tv adviertismg a: 
registered in all other conihtiwi 
produci classes and iudicatious ftn 
that 1964's spending in tv vvjTl 
even ureater. 
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TRYING OUT THE COURSE 




Relaxing afrer 18 holes at Oakland Hilli Country Club, Detroit, are P W. Perdriau, 
8. f. Goodrich Tire president, and Ian R Dowie, Carling Brewing chairman They 
discuss upceming CBS telecast (Aug. 28, 29, 30) of Carling World Golf Champion- 
ship at that course. Goodrich, Carling and R J. Reynolds will sponsor the $200,000 
international tournament. 



?©llins Radio Sales 
ff $27 Million 

Perhaps an indication of the 
aiihlc electronic equipment manu- 
rctiirers arc having. Collins Radio 
'o. reported a fall-off in sales for 
ic nine months ending Mav I of 
27.261.000 (to $204.617 .000) 
#m the similar nine months a yenr 
rcvioiis. Profits in the same period 
ere down more than half-a-million 
pilars, from $2.40S.OOO for the 
mc months ending May 3. 1^63. 
) Si. 902.000 for this nine months, 
"his amounted to SI. OS per share 
ncl 85 cents per sha re. respecti\el\ 
.Company's president Arthur Coi- 
ns said the depressed earnings 
§(xintinue to reflect the absorption 
hea\ y start-up costs related to 
ic de\ clopment of the company's 
ita comnuinication and processing 
oduel line." 



riangle Adds to Auto 
lace Programing Pack 

Should auto racing become ain- 
here near the audience and ad- 
;riiser attraction that football and 
iscball are. Triangle Stations will 
sitting pretty. The group, which 
J the past year has locked up most 
f the major auto classics, has just 
rtjuired e\elusi\e broadcasting 
g:kts to the Double 500. the annual 
M0 race in Bridgehampton. L.I. 

"itt: 22, 1964 



The .September 19-20 dual race, 
each 250 kilometers, will be broad- 
cast b\ direct feed as a live radio 
special and w ill be made into a 
color IV film, both for Triangle's 
own outlets and for syndication by 
Triangle Program Sales. 

Within the past few weeks. Tri- 
angle also announced two addition- 
al \idco specials co\ cring the his- 
tory and current season of auto 
racing in Europe. 



Taft Earnings, Revenue 
Steady Preceding Buy 

Although the scope of its opera- 
tions is now about double what 
it was prior to April I . when its 
purchase of seven Transcontincnt 
Tele\ ision stations was closed. 
Taft Broadcasting reported a rehi- 
ti\ely status quo fiscal picture for 
the \ear ended March 31. 

Net re\enue for the I9M fiscal 
>ear amounted to SI 2.932.509. 
compared to SI2.4S5.942 the pre- 
\ious \ear. Operating profit be- 
fore depreciation and amortization 
rose from S5. 752. 5 73 to S5.9I5.- 
SOI. Net earnings per share after 
a special charge reflecting aban- 
donment of certain film contract 
rights, were S I 3 S this \ear. S 1 .4 I 
last. Net earnings, after special 
charge, were ^2,252.336, down 
shizhiK from I963\ <;2.3 10.425. 



LADIES 

MAN, 




"Sunny" the seohorse comes 
from the Syngathidae family 
on the Hippocampus side. 

The male of the specie de- 
votes his life to making things 
happier for the Mama Hippo- 
campus. He's the producer in 

his family. 

Frankly, our "Sunny" goes all 
out to please the ladies. He 
brightens their days and 
nights. 

That's why the ladies af 
Tampa-St. Petersburg go for 

him. 

We'll let him produce for you, 
too! 



WSUN 

TELEVISION m RADIO 

TAMPA - ST. PETERSBURG 



If you feel we've been chew- 
ing too much kelp, ask: 

Not ^PD Vcnord, Torbcf & WcConnell 
S E 'cp Bornor lowronco & AliOC>a»ei 
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MW&S Adds $1 Million; 
Other Agency Shifts 

Rcginj (Jvcsey, president of iier 
own iigency for the past 1 1 years, 
h.is dissolved her shop and joined 
Mo^til Williams & Sajlor as senior 
vice president. She brings to the air- 
oriented MWS some SI million in 
billings, primarily in the fields of 
fashion, home furnishings and 
beauty. Included are Capczio shoes, 
Kate Grcenaway, Thorp Fabrics- 
WHS Lloyd Wallpapers, Wundics, 
Tanner of North Carolina and H. K. 
Negbauer. 

In other agency shifts. Smith & 
Dorian picked up the sewing ma- 
chine manufacturer Nccchi P. v. A. 
of Italy. The account was previously 
at Grey. It will bill about $400,000 
at S&D, a spokesman said, and 
plans call for Necchi's first use of 
broadcast media. 

Two accounts have moved over 
to Co-Ordinatcd iMarkctinfj Afjcncy. 
They are the Coldwater Seafood 
Corp.. a subsidiary of the Icelandic 
Freezing Plants Corp., and Equit- 
able Paper Bag Co. Former account 
markets products in this country, 
under the Icelandic and Fresher 
brand labels, at both retail and in- 
stitutional levels. 

Ozark Air Lines, billing around 
$400,000, will move to^ D'Arcy, 
effective August I . . . Photographic 



Div. of the Charles Bcselcr Co.. 
manufacturers of cameras and dark- 
room equipment, has appointed 
Riedl & Freedc to handle its ac- 
count . . . Prcstapc, a new entrant 
into the multi-million dollar pres- 
sure sensitive tape field, to Dun- 
noodic A.sfiociatcs. A full-scale 
consumer and trade promotion 
kick-off immediately after Labor 
Day. 

Gallaher Ltd., the large British 
cigaret manufacturer, to Fuller & 
Smith & Ross' London associate. 
Service Advertising Co., Ltd., for 
its Senior Service Tipped adver- 
tising beginning September 1. BB- 
DO has handled the account since 
the cigaret's introduction last year. 
Service Advertising handles several 
other Gallaher products. 

CBS owned radio stations to 
Warren, Muller & Dolobowsky to 
handle trade advertising. Agency 
was recently appointed for WCBS. 
New York . . . Italian Balm Hand 
Lotion, product of Campana Corp, 
Div. of Purex. to Er>vin Wasey, 
Riithraiiff & Rya", which has 
handled Ayds and Pursettes. 



Bernard Howard Expands 

The fifth regional office of the 
Bernard Howard rep firm will open 
around July 15 in Atlanta. For the 
last five-and-a-half years, the How- 
ard stations have been represented 
in the south by the Bernard L Ochs 
Co. 



PAUSE IN THE DAY'S OCCUPATION 




Taking time oul from a series of serious talks on advertising at the recent ANA 
advertising management seminar in Rye, N Y., are (left to right): Ernest P. Zcbian, 
Vick Chemical executive vice president and chairman of the ANA advertising man- 
agement development committee; Clarence CIdridge, marketing consultant; William 
E Ewen, Borden advertising director. 
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New York Station Sold 

WEBO Owego, N.Y., has been 
sold by Owego Radio, Inc. to Com- 
munity Service Broadcasting Corp., 
owner of WCSS Amsterdam, N.Y, 
Hamilton-Landis brokered the deil 
for $85,000. 

The largest stockholder of Com- 
munity Service is Phillip Spencer, 
general manager of WCSS. 

WEBO is 1 kw, on 1330 kc. 



Clay Leaves ARB, Forms 
Own Consulting Firm 

Ernest H, Clay has resigned at 
director of research and prodtictian 
at American Research Bureau Di- 
vision of C-E- 
I-R, to form his 
own research 
consulting firm. 
He'll be succeed- 
ed by two men, 
Dr. Ira Cisin as 
director of re- 
search and R.R. 
Ridgeway as di- 
rector of pro- 
duction. 

A 16-year veteran of broadcast; 
audience measurement, Clay began 
in 1949 as a founder of Coffin, 
Cooper and Clay. Los Angeles re- 
search company. For a number of 
years, the company was the domin- 
ant West Coast audience measure- 
ment service, and when it mergtcl 
with ARB in 1952, Clay became itB 
director of research. 

Dr. Cisin has been statistical con- 
sultant to ARB for more than fivg 
years, in addition to his work as 
lecturer in statistics at Georg: 
Washington University. Ridgewa'y^i 
who came to ARB in 1955 aad had 
previously worked for Caffifl., 
Cooper & Clay, has been mana-pr 
of research and production. Pte^ 
viously manager of data processing, 
he introduced electronic machiW 
systems into the company in 1959=, 
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NBC into Green Bay 

First NBC Radio affiliate in ihf 
Green Bay area of Wisconsfu* 
WJPG joins the lineup July I. Sm^ 
tion is owned and operated by the 
Green Bay Ncvv.spaper Co,, publish- 
ers of the Green Bay Press-GazeBfi. 
Glen R. Holznccht is general niatl- 
agcr of the outlet, which opcratff 
on 1440 kc. 
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GETTING A CLOSE LOOK AT THE PROPERTY 




Advertiters and limebuyert ara invited lo meet Mimi Benxell in perton as the broadcattt her 
new WNBC New York weekday talk show from Cafe Francait. H@re Jeangtle leBrs^cht, vice- 
president and media director of Grant Advertising, lunches with Mimi and NBC Spot Sales' Vin Riso 



Union Carbide Co. 
Promotes Portable Tv 

Advertisers :i lul pi>rt;iblc t\ set 
niaiuifacturers will weleonie ;t iion- 
eoiiiinercial promotion planned In 
Union Carbide this summer. 

'The consumer products division 
of the company is pushing small- 
screen, battery-powered (Union 
Carbide makes Hveread\ recluirye- 
able batteries) portable tv sots tor 
beach, picnic, etc. It has sent pro- 
motion kits to all commercial tv 
stations, free of charge, coiuaining 
a 6()-second film emphasizing the 
portability of the small sets with 
the theme. "You Can Take It with 
¥ou." 

A hint of the potential impact is 
found in Union Carbide's spring 
industry effort in which 2513 ra- 
dio stations a re using a promotion- 
al kit for portable radio aimed at 
in-home listeners. The theme is 
"Take a Lively Companion Where- 
fver You Go — Take a Portable 
feidio." 



s^mallwares Manufacturer, 
ffnporter Breaks into Tv 

Television's newest customer is 
Ross Products. Inc., New York, an 
importer of small housewares and 
toys primarily f rom Japan. Al- 
though Ross has. until now, limited 
its advertising to point-of-piirchase 
and a small amount of print, it's 
ready to hop the broadcast band- 
wagon. The firm v\ill name an 
agency shortly, but meanwhile is 
scouting tv availabilities direct in 
some 30 to 40 markets to promote 
a new item. "Tina Cassini" high- 
fashion dolls. 

Campaign for the dolls, named 
after fashion designer Oleg Cassini's 
daughter, starts in September, will 
include two spots a day. seven days 
a week around kids shows in the 
local markets. Budget is over $ 1 00,- 
000 and could go as high as $500,- 
000, according to advertising man- 
ager Joe Siegel. if satisfactory spots 
can be cleared in the markets. 

Spots will be keyed to a "Junior 
Fashion Designer" contest, in viting 
girls between the ages of five and 
1 3 to submit designs for the Tina 
Cassini doll outfits. There will be 
prizes in each market, with aggre- 
gate retail value of $1000 to $](),- 
000 depending on the size of the 
ttiarket. Nine regional grand prizes 



of mother-anil-daughter four-da) 
trips to the World's Fair in 1965 
will be awarded. 

Stations involved in the campaign 
will receive numerous promotional 
aids, including displays which carry 
suggestions for entrants, take awa\ 



instructions, and colorful fashion 
show biHiklets. 

Does Ross I'riKlucts expect to e\- 
teiul its use of television to any of 
the rest of its extcnsne line of 
products? "Unquestionably." said 
Siegel. 
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Do you have a question 

about your subscription? 

Do you want fo order 

or renew your subscription? 



If you have any questions about your 
subscription, place your magazine address 
label where indicated and clip this form 
to your letter. 

If you're moving please let us know 
about five weeks before changing your 
address. Place your magazine add'ess 
label where indicated and print your new 
address on this form. 

If you subscribe mail this form with your 
payment, and chock: 

{ ) New Subscription 

( ) Renew my present subscription 
(include label) 

Rates in U.S. and Canada: 3 yrs., $10; 
2 yrs., $8, 1 yr., $5. 



ATTACH LABEL HERE 

To insure prompt service whenever you 
write us about your subscription be sure 
lo inclucie your SPONSOR Address label. 



I Name ' 

Your Titio: I 

I Address. ■ 

I City ' 

I Sl,»te Zip Code .... I 

' CUP AND MA I TO. | 

. SPONSOR I 

I Subscription Service Dept. I 

I Ojibwciy Building I 

I Duluth 2, Minnesota 55802 I 
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IE CHANGINCS- SCENE, 



Park Assumes Control 
Of Tennessee Station 

The $2,7 1 7,000 transfer of 
WJHL-TV Johnson City. Tenn.. to 
I'ark Broadcasting, Inc., received an 
FCC green light and the new own- 
er has assumed control. Hanes Lan- 
caster, Jr., previous owner of the 
station with his father, will be exec- 
utive vice president and general 
manager. The senior Lancaster will 
remain as a consultant. 

Other tv stations owned by Roy 
H. Park include: WNCT-TV 
Greenville, N.C., WDEF-TV Chat- 
tanooga and a 30 percent interest 
in WECT-TV Wilmington, N.C. 
On the radio side. Park owns 
WGTC and WNCT (FM) Green- 
ville and WDEF Chattanooga (AM 
and FM. the latter under construc- 
tion). 



Virgin Islands Stations 
Name U.S. Sales Rep 

Advertisers interested in reach- 
ing cither the local population or 
the heavy tourist throng in the Vir- 
gin Islands can do so through T.I.E. 
Sales, Ltd.. just named exclusive 
U.S. sales representative of WBNB- 
TV Radio. The stations are owned 
by Island Telegradio Service, St. 
Thomas. 

WBNB-TV is the only tv .station 
in the Virgin Islands, carries NBC 
and CBS. WBNB Radio operates 
lull time on 1000 kc at 1 k\v of 
power. 

T.I.E. Sales' associated company 
in London, Television Internation- 
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TOTEM POLE 




A new point-of-purchase piece of Ballanfini 
Beer — an eight-foot high totem ptfle 
rounded, smiling beer schooners — is also f#S~ 
tured in 12 commercials for u;se in net!M|>fJ^ 
tv, spot tv in 15 markets from Maine tUt 
Florida, and at Yankee, Phillies and SenatSif- 
baseball games, which are co-sponsored by 
Ballantine. William Esty is the agency-.. 

al Enterprise, Ltd., has been iipp 
pointed European representativg 
for the stations. 

Rep Appointments 

Three stations have named Ohio 
Stations Representatives as regional 
rep for Ohio, Indiana, Kentuckys 
Pennsylvania and New York. Thcf 
are WLOI La Porte. WARU Peru 
and WSLM Salem, Ind. In othcx 
shifts. WFMV Richmond, Vs., 
appointed Good Music Broadcast? 
ers. 



PRODUCTION HOUSE A TWO-TIME WINNER 




Koits and Herndon, Inc., Dallas, took top honors in the Dallaso^Ft. Worth Art Directors Club anhttil 
art show for Nationwide Insurance 60-second spot (Ben Sackheim) and the Advertising Brcwd- 
cislers Executives of Texas commercial competition for Seven-Up Float (J, Walter Thompsm}. 
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AGENCIES 



ADVERTISERS 

Kohi'rl I., liskridgo, ;iikI II. A. 
CnrlKiiKiti ;ippointcil \ ice prcsuloiit 
ill charge ol niarkctine and \ ice 
president in charge of sales, re- 
spectively lor Van Camp Sea I'dihI 
Co. I {sk ridge was lornierly ilirec- 
tor of product nianageniem and 
adwrtising. ol" grocery products 
division. Ralston Purina Co.. St. 

I. ouis. Garhanati is prescntK na- 
tional sales nianagcr of \ an Camp. 

J;«nK\s K. Collkr joins Ra\theon 
Co. as nianagcr of domestic prod- 
uct planning. Pre\iousl\ vice pres- 
ident, plans and markets. Allied 

Research Associates. Also served 
Itek Laboratories as director. 

Kicliard Hiirnv named advertis- 
ing manager of Deluxe Reading 
Corp. Was V ice president and gen- 
eral manager of Jubilance Adver- 
tising Agency. Oakland. Calif. 

Carson .1. Morris appointed gen- 
eral manager of the spccialtv divi- 
sion. Cudahv I'acking Co.. (iniaha. 
Former vice president of marketing 
for Canipbell-.Mithun, Chicago. 

VVillhiiii l\ SiejicI to chairman 
of the cooperative advertising com- 
mittee of the Association of Nation- 
al Advertisers, succeeding Arthur 

II. Biiiirn. Siegel is v ice president 
and advertising director o{ Cotv . 

VVultcr A. Woron named adver- 
tising and public relation % manager 
of Jaguar Cars. Previousls in charge 
of advertising and public relations 
f'or Renaitlt. 



Jolin \\ . .\dains appointed gen- 
eral manager ol the parts and ac- 
cessories (.liv ision of /.cnith Sales 
Corp. Joining /cnith in 1961 as 
vice president and general manager 
of ( entral l lectri>nics. a /cnith 
suhsidiarv . he most recent Iv was 
commercial manager ol the parts 
ami accessories division. 

K;n llvde named public rela- 
tions manager of W . A. Sheafler 
I'en Co. Since IM5I he has been 
public relations account executive 
for \\ cslcv Ha) iV: Co. 

K. A. Correa. v ice president lor 
business development, elected di- 
rector of American Machine iV 
l-oundr) Co.. to succeed d'coryc S. 
Hastings. Prior to joining AMT in 
1963. he was corporate v ice presi- 
dent lor patents and liccnsinii at 
RCA. 

Oscar V. Kiisisto elected vice 
president of Motorola, and named 
assistant general manager and tli- 
rcctor of national sales of the 
firm's automotive productions divi- 
sion. I Ic continues as vice presi- 
dent of Motorola Automotive 
Products, sales subsidiary . Joining 
the conipanv in 1947 as a sales 
engineer, he w as later named sales 
manager of the automotiv e prod- 
ucts division aiul then v ice presi- 
dent and general manager of the 
sales subsidiary . 

A. I). Davis elected chairman 
and chief executive officer of 
Allied Radio Corp. William V.. 
Cowan is succeeding Dav is as 
president. I'ormerlv Cowan served 
..s vice president of Allied. 



UoIhtI ( '. .loliiisuu KeouKs ni.iii 
ager ol the iiieih i ikp.innieiil. 
\cedli.ini. I oiiis X lirorbv. New 
^ ork Sniee joinmu the .i -eiKv m 
I he served as ineJi.i Inivv. r 

.iiid. most ri^eeiilK , .is media su|xr 
V isor 

NN cslvv I-.. I riicsdell n.inied \ iec 
president of Doremiis iV ( o. Since 
joining the linn in 19.^3 he served 
as stall vv riter. manager of new > 
operations, account executive and 
accinint sujX'rv istir. 

.Man (). I'aiulo named v ice pies 
ulent and account superv isor of 
lienton \ lioules. Responsible lor 
the Instant M.ixwell I Itnise account. 
Before joining the agency in 
he was an assistant product man- 
ager at Cliesehrough Poiuls. I nc. 

.loci .1. Davis joined I he Pletcher 
Richards Co. .is director of medi.i 
I'rcv iously he was assistant v ice 
president and medi.i superv isor .it 
I ed B.ites iV Co. 

I-Vank Khvlick. v ice president 
and creative director of Wade \d- 
V ertising. elecled president of the 
I OS Angeles C opy Club. Other new 
olficcrs. V ICC president. \drian 
Brown, v ice president of \leC.inn- 
I.rickson: secretarv-tre.isurer. Id 
Keicli. cops superv isi>r at "1 oung iV 
Riibicam. 

Peter ,\. Kriiy and llvclvn Wulni- 
slcv .ippointed director of the radio 
and tv department and manager of 
bro.idcast media. ies[X"etiv elv . ol 
Lewis \ (iilnuin. Inc.. Philadelphia 
I'ormerlv Krug served as r.idio .ind 
tv director lor Hicks \ Greist. .is 
business m.m.iger of the Donahue 
iV Coe r.idio dep.irtment .uul .is a 
HIU)0 account execuiiv e W .ilm- 
slev w .Is piev iously associate iliiec- 
lor of medi.i for the .leencv 
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lulward .1. (I'nrdiicr goes to Doh- 
crl>. Clillord, Steers & Shcnficld 
as \ ice president and account super- 
visor. I ornierlv with Young & Ru- 
bic:iiH ;md Ogilvy, Benson & Math- 
er, Inc. 

Charles (•. Dtnijjhis, Jr.. appoint- 
eil account executive of Weston As- 
sociates. Inc., Manchester, N.H, 
Had been first vice president of 
the New Hanipsliirc Savings Bank. 
Concord. 

Friincis Consctiiio named account 
executive for Storm Advertising Co. 
Formerly he was production man- 
ager. 

Dick Siehrassc, Canipbell-Mith- 
un, named a vice president. For the 
past three years he served the agen- 
cy as an account executive. 

Lcuis A. Molman joined Mc- 
Cann-Hrickson, Los Angeles, as an 
account executive. For the past 
three years he was manager of 
marketing services and grocery 
store product sales for Roman 
Meal Co. of Tacoma, Wash. 

Laurence K. Bahh, .Ir. appointed 
account executive for Chirurg & 
Cairns, Inc.. Boston. Formerly with 
Daniel F. Sullivan Co., Boston. 

Lewis Lan>i joined Co-Ordi- 
nated Marketing Agency as ac- 
count executive and assistant to 
the president. Was account execu- 
tive with Charles W. Hoyt Co. 

Donald I'. .Satterficid joined Sud- 
ler t^' Hennessey as ;iccount execu- 
tive. He comes to the agency from 
William Douglas McAdams. Inc. 

I'.duin ,L (>()tlfrted joined I'uller 
it Smith it Ross. Pittsburgh, as a re- 
search associate, l-ornierly associ- 
ated with the Bureau of Business 
Research, Ohio State University 

(•'. ,lcrr> (•ini/ck named director 
of sales development for Original 
\d\ertising Concepts, [•'or the past 
eight years he's iven associateil 
uilli the Ciestetner Duplicating de- 
partment of I'lersons Stationer) . 
Bi.iuhaniton, \' Y. 




Theodore Barash Charles E. Brown 



Theodore Barafch named a vice 
president of Young & Rubicam. He 
joined Y&R in 1955, from the Al 
Paul Lcfton Agency, as an account 
executive, was recently made an 
account supervisor. 

Charles E. Brown to MacManus, 
John & Adams. Chicago, as direc- 
tor of marketing services. Previous- 
ly at Maxon Advertising, Detroit, 
as a marketing executive. 

Lawrence EIe{»ant and Gary 
Korn elected vice presidents of Er- 
win Wascy, Ruthrauff & Ryan. 
Elegant is associate creative direc- 
tor and Korn is production manager 
of EWR&R. 

A. D. "Dud" Coan to Campbcll- 
Ewnld, New York, as account su- 
pervisor on the Savage Arms Divi- 
sion account and nccount executive 
on the Corral, Wodiska y Ca., Inc. 
(Bering Cigars) account. Had been 
vice president and account super- 
visor with Fletcher Richards, Calk- 
ins & Holdcn. 

Elaine Hudson appointed broad- 
cast media supervisor for Carson/ 
Roberts. Inc.. Los Angeles. Form- 
er account executive with Giim- 
binncr- North. New York. 

Richard Crilf joined the Kudner 
Agency as media buyer. Was associ- 
ated with Lennen & Newell. His re- 
sponsibilities w ill involve General 
Telephone & Electronics. Sylvan ia 
and Goodyear. 

(iaie IL Terry promoted to ac- 
count supervisor at Leo Burnett Co. 
He had been an account executive 
at the agency. 

.lolin Lanipe appointed vice pres- 
ident and account executive for W. 
B Doner tt Co.. Baltimore. Had 
been associated with David Lampe 
\ ivcrtising Agency. 




John lauer Thoma,s Brenn;a|i 



John Lauer rejoined Earl Ludgin 
& Co., Chicago, as an art director. 
Formerly was wrth the agency in t 
similar capacity for 12 years. 

Thomas G. Brennan appointed 
director of television productioft 
for MacManus, John & Adamt, 
Prior to joining the agency ninie 
months ago, he was associate direc- 
tor of broadcasting for Footc, Cone 
& Bclding. 

Douglas Neal to Grant Advertis- 
ing, Bangkok, as an account execu- 
tive. Formerly with Compton. he 
served as sales manager of a mM- 
wcst advertising display firm an4 
advertising manager for a news- 
paper chain. 

Seymour Kajjan to Campbcllr 
Ewald Co., New York, as coords 
nator of international media. FrC- 
viously manager of international 
media at Fletcher Richards, Cat 
kins & Holdcn. Inc. 

Robertson Page joined James F. 
Fox, Inc., New York, as a public 
relations executive. Was director of 
information of the National Assn., 
of Mutual Savings Banks and press* 
relations officer of First National 
City Bank, New York. 

William M. Wood, Jr., joins Me- 
Cann-Erickson, Houston, as an at^ 
count director. Previously he wafi 
account supervisor with RcitCT- 
Ross, Inc.. and Nccdham, Louis & 
Brorby. 

John Rdlhschild and Bjarr| 
Lewin appoimed account cxcgu- 
tivc and public relations writer, ;m- 
spectively, for Cunningham & 
Walsh, New York. Fornicfly Raite^- 
child was assistant advertising man- 
ager of Reiehhold Chemicals, 
l^ewin conies to the agency ffoSS 
Olsen Publishing Co.. where 
was an as.sociatc editor. 
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John Bereiford Harry J. $pl«tt 



.loliii I'. Ik' res lord joined ^'oiing 
Rulnciini ;is general corporate 
executive. Tornierly he was execu- 
tive vice president of McC'ann- 
H rick son. 

U()l)ert K. Mrickson lo Donald 
L. Arends. Inc.. Hinsdale. 111., as 
an account executive. Was a Gen- 
eral lUeetric instruction book tech- 
nical editor, then an AiKiSP special- 
ist, advertising copywriter and ;ic- 
couni supervisor. Nhis! recently, lie 
was copy chief for twelve Midwest 
GH ad departments. 

TIME/Buying and Selling 

Hurry .1. Spicss elected vice pres- 
ident in chnrge of finance for Adam 
Young. Inc. Formerly w.is presi- 
dent of NANA-Bell-NlcClure Syn- 
dicate. Also served as vice president 
and director of United World Films. 

Ken Olstot joined AM Radio 
Sales Co.. New 'S'ork. Comes to the 
company from Cleveland, where he 
was account executive at K>'W. 

Ronald II. XN'tiyland appointed 
account executive of Kettell-Carter. 
inc.. Boston. Formerl) he was 
associated with radio stations 
WESX Salem (Mass). WBZ Bos- 
ton and WHOM Boston. 



TV MEDIA 

Leslie (J. Arries. .Ir., named gen- 
eral manager of K VW-'I \' Cleve- 
land. He was formerly director of 
television for WHDH-'IA' Boston. 

Ccorj^e .1. Mitchell becomes pro- 
gram director of W KEF- I N' Day- 
ton. For the past eight yea rs he was 
production supervisor of WW LP- 
TV Springfield. Mass. Plans a re to 
have the Dayton UHF station on 
air by end of summer. 




Ksnrtsth Cowan Dan H^yilat( 



Kenneth Conan appointed admini- 
strative assistant lo Rohcrt l.cdcr, 
vice president and general manager 
of WOR-AM- 1 \' New ^'ork. 1 hree 
yea rs ago he was named vice presi- 
dent and business manager of 
" Television" niaga/ine. Prior to that 
he served nine years as eastern sales 
manager of "Broadcasting." 

liill 'llionipson and Ro!>crl 
V\n!s!i joined NBC-TV Spot Sales 
staff. New York and Chicago, 
respective!). Thompson was for- 
merly associated with the Chicago 
sales office. Walsh comes to the 
network from Westinghovise Broail 
casting Co. 

Thomas C. Neciv joins the sales 
staff of WPRO- VV Providence, lie 
served WHFB-A.M Portsmouth as 
an account executive fi>r the past 
two years. 

Ro^er \\'. Marks promoted to 
continuity director of W I \'N- lA' 
Columbus. Ohio. 1 le joined the sta- 
tion in 1 *■)(■>} as a member of the 
property department. 

Ro!)ert W. l'crjius<»n elected to a 
two-year term to the board of NBC- 
I \''s Affiliates. 1 le is executive 
V ice president and general manager 
of W'l RF-T\' Wheeling. 

.lolin J. .McMahon appointed 
sales manager for WBKB Chicago. 
He returns to the station, where he 
was a salesman in 1962. from \BC- 
T\' Spot Sales. New York. 

AWvn B. L<»ng named account 
executive for W l-C-T\' Washing- 
ton. Fi>r the past two vears he w.is 
account executive for W M.AR- 1 \ 
Baltimore. 

David .1. Shurtleff and Rolu-rt 
.!. Crohan named v ice president 
of WJ.AR-AM-I \'. Providence, 
and statiiHi manager of W JAR Ra- 



dio, res[X'clivel\ Shurtleff vv.iv 
lormerlv v ice president ol \S J \R- 
I \' .Must reccnllv ( roh.ui stived 
as k>cai s.iles m.iii.ietr o| \\ J \R 
I \ 

RADIO MEDIA 

Dan Havslett pruinotcd to vkc 
president and general m.iu.irer of 
KlXl AM I \1 Dall.is 1-or the past 

SIX vears he\ been the station 
manager. 

NN illiani Dot) appointed v ice 
president of WQMR-U (i A^'-l M 
Washington. He has been the si.i- 
tion's production director 

.lulin (.'. Mil) lie. .Ir.. appointed 
news and public affairs ihrector 
of KPA I - AM - l-M Berkele). 

Calif. Was (Ml the circulation and 
general promotion staff of the San 
Francisco News Call Bulletin. 

.loliii II. l'o\ apptiinted region.il 
sales director of Radio Sales Bur- 
eau. 1 oronto Prior to this appoint- 
ment he was manager of CI I IC 
Brampton. Canada. 

Pan! K:i<:aii n.imed assist.int 
manager of press information for 
CHS Radio. 

I'. Ballard .Morton .Ir. chosen 

V ice president-finance of W ,A \ I ' 
Inc.. effective Jul) 20. Since 1959 
he h.is been a general partner in 
J J B Billiard iV Sow, l.ouisv ille. 
a nd a member of the New ^'ork 
Stock 1- xcliange. He is also director 
of Begley Drug Co.. Louisville 
X'arnish Co. and Old South Life 
Insurance Co 

Mian .Micliacis named public 
service and production supervisor 
for W IP Philadelphia He had K'en 
public service director of Metro- 
media's W HK Cleveland. 

Harold B. Jackson and Rock) 
(I'roce named director ol coninuinit) 
rel.it ions and program director, re- 
spect iv el), for UWRl New ^ ork 
J.ickson was ft>rnierlv station pro- 
gram director. Groce, a disc jiKkev 

Dean M. Murd(K-k named Kval 
s.iles manager of CKLW Detroit 
I'Ctrmerlv he w .is an .iceount execu- 
tive for the si.ilion 
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Kdward Ariusln iKiniod assist- 
ant tliivctor (if advertising and pro- 
motion for I rianglc Stations. Form- 
crl) he was director of promotion, 
presentations anil production for 
leievision Bureau of Ailvcrtising 
and an account executive at Ket- 
cluim, MacLeod & Grove. 

(^ran\illc Kliiik named chief en- 
gineer for WTOP Washington. 
b.C. lie joined the station in 1937 
ser\ing in various technical capaci- 
ties. 

.loci Triiitt joined promotion staff 
of W TOP Washington. Formerly 
he served in various public informa- 
tion offices in the U.S. Navy. 

Kdward T. Ciller named program 
director for WDAF-AM-FM Kan- 
sas City, Mo. I le comes to the sta- 
tion from WNIH' Hinghamton, 
N.Y.. where he served as program 
manager since 1959. 

(ileorjic I'. IJiidiiiaii appointed 
national sales manager of Golden 
West Broadcasters radio division, 
with headquarters at KMPC Los 
Anucles. Prior to association with 
Golden West he was president and 
general manager of Mag-Powr 
Games Inc., a San I'rancisco game 
manufacturing firm which he 
founded in 1959. 

I'iertc Alliiiaii and Clarence Brii- 
>ere promoted to production man- 
ager and salesman, respectively, f(ir 
WI AA Dallas. Jim Stanley named 
program manager. Allman served as 
program manager, Bruyere as com- 
mercial recording manager. Stanley 
comes from WNOR Norfolk. 

Ira Laiifer named general sales 
manager of KABC Los Angeles. 
Part owner. \ iee president and gen- 
eral manager of KF/Y, Disneyland 
Hotel, /Xnaheim, he'll remain with 
that station until its transfer to new 
licensee. 

.laiiu's I,. .McQiiaide appointei! 
i > sales staff of KDKA Pittsburgh. 
IK- had been manager of the auto- 
motive elassifiealion of the general 
ailverlising tlcpartment ol the Pitts- 
bi I 'h "Press". 
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Edward Armsby 



Warren Koerbel 



Warren A. Koerbel named FM 
sales coordinator for Triangle Sta- 
tions. He will continue as station 
manager of WNBF-FM Bingham- 
ton. N.Y. Prior to joining the sta- 
tion last year he was general man- 
ager of WACB Kittanning, Pa. 

Jame.s L. Streicher named ac- 
count executive for WTOL Toledo. 
Was affiliated with KPHO Phoe- 
nix, and also public relations di- 
rector for the American Heritage 
Wax Museum, Scottsdalc, Ariz. 

Ceorj;e Slump named director 
of programing for KCMO-FM 
Kansas City, while Bill McRey- 
nolds, formerly local sales man- 
ager, replaces Stump as program 
ilircctor for KCMO Radio. R. L. 
Turner, previously with KPHO- 
TV Phoenix, named retail sales 
manager for KCMO Radio. Lee 
Marts, local sales manager, has 
been promoted to sales manaecr 
of KCMO-TV. 

James U. McQnade named pro- 
gram director of CBS Radio. Since 
joining WCBS New York in 1961 
he has been sales service manager, 
operations manager, manager of 
finance and administration and, 
most recently, account executive. 

Irv Seliwart/, resigned as vice 
presitlent and general manager of 
KUDL Kansas City, to take over 
his own operation, Kenton County 
Broadcasters, Covington, Ky. 

I'liillip W. Iraniniell appointed 
general manager of KO\L\ Okla- 
homa Cit). Before this he was sales 
manager of KXOK St. Louis Both 
are Stor/ stations. 

Timotln l-\ Moore named chair- 
man of the Broadcast C\)mmiiiee 
lor Oiegon Welcome, inc. He is 
vice president and general manager 
of KISX Portland, Ore. 



SYNDICATION 
a<. SERVICES 

Jame.s Morgan named vice pres- 
ident in charge of television series 
of Independent Producers Associa- 
tion, Inc. For many years he wai 
CBS Radio program director. 

Frank C. McCall named assistanl 
director of public relations for 
Southwest Research Institute. For- 
merly he served as public relations 
chief for the Commissioner df Pub- 
lic Housing, San Antonio, vyai 
producer of NBC's "News Cara- 
van." 

Bart S«ift rejoins TeleProitif^ I 
Tcr Corp., after an absence of four 
years, as director of sales for ifi 
new group communications divi- 
sion. For the past four years he 
was director of sales devclopmcltt 
for Theatre Network Television, t 
closed-circuit tv producer. From 
1953 to 1960 he was associated 
with TclePrompTer. 

Herbert Nubcl and Ted Black 
appointed design directors for Sand- 
grcn & Murtha, Inc. Wallace Vo{|t 
joins the firm as account cxccutiv'S* 
Nubel was formerly design director 
with CIBA Pharmaceutical Prod- 
ucts and Ted Black with Robert 
Zeidman Associates. Wallace is a 
former Jaap Penraat associate and 
account manager for Lippincott ^ 
Margulies. 

Cecil Barker named executive 
producer in charge of Goodson-' 
Todman filmed television produc- 
tions, Hollywood. Recently he rc« 
signed as producer of "The Rc4 
Skelton Show." after eight vearS 
with CBS-TV. 

Ceor<jc Bcrgniann appointtsd 
administrative associate of Umted 
Press International. He was pre*- 
viously public relations ehicf fol 
Harwyn Publishing Corp, and Re- 
gal Advertising. 

Richard (iers,liuiaii appolnicd 
vice president of The Public Rela- 
tions Board. New York. He #Cs 
fornierlv a partner in Willigm:* 
Karl & Bruce Associates, an ac- 
count executive with Milburn Mf- 
Carty Assflciates. New York, iiftd 
an executive with CBS-TV Press 
Information. 



Demonstration-- 

a tv selling art 



|{\ Lincoln Diiiniiint 

■ One picture is still worth ;i 
tlioiisaiul uonls. so there's little 
point in tlc\crihiiii; a good tele- 
vision ■clenioiistration commer- 
cial. ' It has to he seen. 

lUit when \oii'\e finisheil look- 
ing at the American \ \ Commer- 
cials lesti\ als selection of the 
hist "ilemoiistration'" spots of 
1963. the next step is to ask the 
question: Why did this handful 
turn out so much better than the 
rest of several hundred in the 
category? 

l-irst. what is a "demonstration 
commercial?" Doesn't e\er\ spot 
contain some little hit of demon- 
stration? 

What we are anal\/ing here is 
the commercial that spends most 
of its time dealing with an active, 
lU'iinmsirahle product hcnefit. A 
new or better w a\ of using — - or 
enjo)ing a particular product. 

That benefit — that difference 
— is firmly based (with one e \ e 
on the sophistication level of to- 
il a\ "s tv viewer and the other on 
the FlC) on one or more of the 
proiluct's "unique selling proposi- 
tions." "purchase propositions." 
"promises." etc. 

in each case a tangible product 

B.iscd on rcm.iik«. UtIivercU before ihc fifih 
jniui.il -VmcrKMn lelcviMon t omoieri i.iK I Ci 
I11..1I Workshop. Moid W jlilorf Vslori.i. New. 
^ork. \l.i> n. I'JM 



ailv.mtage or improvement is of- 
tered ami demonstrated in a highlv 
ilramatic manner, in less than one 
minute; if it's a hig-tiekel ox big- 
volume Item, in less than mo 
minutes. 

\\ hv "a highlv dramatic man 
ner?" I because television is still 
show business — HroaiKvav even 
in the bedroom. Commercial mes- 
sages that can pique, excite, ami 
stimulate not just rchilv ilo 
best, sell more product. 

1 1 ere are the cream of the crop 
Irom this v ear's |-esiiv al entries: 

• An r.utomobile tire so tojgh 
it can be blown in hall bv a l.ind 
mine . . . and still roll. 

© A truck so rugged it can be 
ilroppcd from an airplane . . . ami 
still be driven awav . 

• Foil that seals a wet sponge 
"•o well it c. n be baked in an oven 
. . . and still hokl its w.iter. 

• A special gasoKne bleiul th.it 
helps a fro/en car start in seeoiuK 
. . . in the coldest tow n in the 
I nitcil .States. 

• A camera vou can load and 
operate . . . vv hile vom ride a suif- 
board. 

• A wash-'n-wear shirt washed 
and worn through a car wash . . . 
with perfect results. 

• An automobile disassembleil 
in sixty seconds . . . to demon- 
strate all the parts carried in stock. 

l acli one an ev e-grabber and an 
ear-bender. 




LINCOLN DIAMANT. 

producer of radio jnd l®l«viiion €om* 
msrclalt (or IS f»»fi, \m% worked »% 
3 Iv consullant, an4 for jg»nci@t lh<l 
includ* McCann.EricliiOn and Ogiivy, 
8#n%on & Mather Af OBM h« produced 
the sward'winning %erie% of Sh^ll Ga^' 
lino 9v demon%tration% 



But a few wt)rds of caution 
Be ilramatic never /n<7filr.im.i- 
tic. I rv something solelv for ef- 
fect, and vou ll risk losing vour 
point and vour viewer. Instead, 
make vour dramatic idea apropi>\, 
germane to the demonstration - — 
and watch vour commerci.il ham- 
mer home product benefits in a 
rising crescendo of conv iction. Re- 
search w ill give vou viewers w ho 
happilv plav back the promise 
word for word' 

Createil. produced and edited 
with care, everv single second of 
a good demonstratii>n commercial 
relentlisslv moves the viewer to- 
wards a willingness to trv the prod- 
uct. 

Ihe other word of caution is 
"believ abilitv .Some demonsir.i- 
tion commercials demand too much 
from a viewer's creilulitv. Iverv- 
thing the spot s.ivs mav Iv honest 
and true — bai it's just ux> much 
\o swjIKnv. \'erisiniililude h.is 
V aiiished 

Don't on the otlu-r hand 
aim at a Ci'inincing explan.ilion 
of e\vr\thtn\; vou're d(»ing You'll 
find doubting Ihomases in .iin 
audience, vou cm t sell everxlvnlv 
in a demiKTi c\ MereK tr\ to 
reach the groat p.irt of vour audi- 
ence th.il is neither hostile nor 
sceptical. IIksc are the people 
who are aniuiallv pushing tv pa^t 
the billion dollar sales mark \nd 
some of their most excited fi- 




Hitt'ing the road'" with a vengeance, Fo^d't p'ckup ready to d.^s^en away 
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pons*. Iijs been tow.ircis gixxl clcni- 
vMistr.ilKMi cDnimcrcials. 

So domonstriilc. Don l stand 
.iiouikI u nil sou r linger on the 
inutiin :ind carchilK explain what 
\ou are going to prove, do ahead 
and prove it. Too many demon- 
stration commercials that should 
ha\e been simple and pointed and 
siiccesslul bog themselves down 
hopelessK in explanation and senii- 
scientifie niiniitia. 

One wonderful phenomenon 
about a good demonstration com- 
mercial: It it's exciting and fun 
to watch, viewers don't seem to 
mind seeing it again and again. 

it \ou subscribe to the theory 
that commercials should be spe- 
cifically created for cither reach 
or frequency, demonstration com- 
mercials fall into the frequency 
category , both creatively and in 
the media bu\ . Not only does the 
viewer get a chance to pick up 
detail he may have missed the first 
time around — he gets to see the 
demonstration "really work" a few 
times. By then, if he's in the mar- 
ket at all. he may be ready to be- 
come your customer. 

Most important of all is the 
thing about a good demonstration 
spot that makes it one of the most 
valuable weapons in the whole tv 
advertising armory. When it's suf- 
liciently unique, of course, it cap- 
tures viewers' attention. 

But it also effectively discour- 
ages to a far greater degree than 
any other type of commercial ap- 
proach, creative "eopy-catting." 

No other advertiser this year (or 
next) will drop a truck from an 
airplane, or take pictures from a 
sur! hoard. 'I hanks to those two 
effective demonstration ideas. Ford 
a nd Kodak will now enjoy for a 
while some exclusive, liii;lily vis- 
il'lc selling moments in an other- 
wise heavily-cluttered commercial 
medium. 

Needless to say. other trucks 
bounce as well as a I'ord. Other 
foil wraps, quilted and otherwise, 
serve as effectivel) as Kaiser's, 
But thanks to a pair of clever and 
exciting demonstrations, these two 
advertisers have pn'-einptcl the 
II Kill in their product areas. 

And the stor\ will be all theirs, 
until the competition comes up 
Willi some even more compelling 
1 \ demonstrations, which they're 
prob.ibK woi king on right now. 



CALENDAR 



JUNE 

National Ai'vertising Agency Net- 
work, 1964 management conference, 
Far Horizons Hotel, Sarasota, Fla. 
(to 25).. 

International Design Conference, 

Aspen. Colo, (to 27). 

S. C. Johnson & Son, "Global 
Forum" for 175 officials from 37 
countries, Americana Hotel, N.Y. 
(to 26). 

Radio-TV-Film Institute, Stanford 
(Calif.) University, (22-Aug. 15). 

Radio-Television News Directors 
Cherry Hill Inn, Cherry Hill, N. J. 
(22-26). 

Natl. Assn. of Television & Radio 
Farm Directors, spring-summer meet- 
ing, hosted by Northwest Region, 
Cherry Hill Inn, Cherry Hill, N. J. 
(22-25). 

Advertising Club of Los Angeles, 
meeting, Statler-Hilton Hotel. Los 
Angeles, Calif. (23). 

Jerrold Corp. annual stockholders 
meeting, Jerrold Bldg., Philadelphia, 
Pa. (23). 

Transanierica Advertising Agency 
Network, annual meetmg, N. Y. (23- 
27). 

Florida Assn. of Broadcasters, 
29th annual convention, Deauville 
Hotel, Miami Beach (24-27). 

National Editorial /Vssn., annual 
convention, Hotel Commodore, N. Y. 
(24-27). 

Maryland - D.C. - Delaware Broad- 
casters Assn., annual convention, At- 
lantic Sands Motel, Rehoboth Beach, 
Del. (25-27). 

Wisconsin Broadcasters Assn., 
meeting, The Abbey, Lake Geneva, 
Wis. (26). 

Inteniatioual I'ilin Festival, Berlin, 
Germany (26-July 7). 

Assn. of Industrial Advertisers, 
42nd annual conference, Sheraton 
Hotel, Philadelphia (28-July 1). 

Insurance Advertising Conference, 
annual meeting, Chatham Bars Inn, 
Chatham, Cape Cod, Mass. (28-July 
1). 

Advertising Federation of America, 
sixth annual seminar in marketing, 
management and advertising, Harvard 
Business School, Boston. Mass. (28- 
J Iv 10). 



First Advertising Agency Network 
annual convention, Boyne Mountain 
Lodge, Boyne Falls, Mich. (28-July %. 

California BroucJeasters A«?^n., an- 
nual meeting, Mark Hopkins Hotfl, 
San Francisco, Calif. (29-30). 



JULY 

Advertising Assn. of the \\m% 
annual Convention, Sun Valley, Idahi 
(5-9). 

National Broadcast Editorial, si» 
cond annual conference, Ardsn, 
House, New York (6-8). 

National Food Brokers Assn., mid- 
year management conference, Seattte 
(12-15). 

National Institute for AudilQB 
Visual Selling, annual conventim^ 
Indiana University, BloomiilgtOn (12- 
16). 

British Institute of Radio Bn<gi^ 
neers and Institute of Electrical and 
Electronic Engineers, internatioTial 
conference on magnetic recording,. 
Savoy Plaza, London, England (IS- 
IS). 

National Housewares Alfrs. AMH..* 
exhibit. Merchandise Mart, ChrcagiJ 
(13-17). 

Western Packaging Exposition, Pan 
Pacific Auditorium, Los Angeles 
(21-23). 

New' York State Bro^adcastcff 
Assn., third annual executive ffOn- 
fcrence, Cooperstown, N. Y. (28-315. 

Annual Summer Workshop & 
Television and Radio, New Ymk 
University, New York (29-Aug. 7), 



AUGUST 

Georgia Broadcast Executives Man^ 
agement Seminar, Georgia State Col-^ 
lege. Atlanta. Ga. (9-15). 

South Carolina Broadcasters Assn,*. 
summer convention. Ocean ForCil 
Hotel. Myrtle Beach. S. C. (16-18). 

Nati<)nal Assn. of Broadcasters is 
cooperation with the Radio Adewk- 
Bureau and Telcvfsion Bureau flT 
Advertising, sales nianagcmcnt sefiv 
inar. Stanford University, Stanfirf. 
Calif. (16-22). 

Desilu Inc. annual stockholdeSI 
meeting, Hollywood^ Calif. (IS). 

V¥vAt Virginia B!roadcasteni ASitn* 
fall mcetine. The Greenbrier. Whte 
Sulphur Springs. W. Va. (27-3JQ). 
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SP-O'tsltifti 



Lewis P. Favorite, 

Vice President and General Sales Manager, 
Aluminum Company of America, says . . . 




"Industrial advertising finds customers we didn't know existed." 



I "Our sales force couldn't possibly be expected to 
f ' recoirnize and call on every jjoteniial Alcoa" Alu- 
I minuni products user in the world. It just can't 
be done. That's where our advertising conies in. 
It delivers sales messages to thousands of people 
—some we know, some are strancrers. It ma.v tell 
them how to cut costs with aluminum. It ma\' in- 



T t 



ti'txluce some new Alcna dewlupnu'ii'.-. Or it 
may merel\' point out the advaniaiie^ of oi v of 
our products. At any rate, it -timula'r- in'ere-t 
in what we can otTer-intoresl ofientimt-- eadiiitr 
to inquiries. Hence, it's an excellen' -nurce f n- 
sales leads. Frankl>\ we'd hale to ivy to alonu 
without our industrial adverti-inir proerani^." 



Mvertising cuts the cost of selling . . . association of industrial advertisers 




217 Madison Ave.. .New Xoik, N. Y. 10016 




KOA (50,000 watts). 
"This is Denver" . . . and 
better news, views and 
entertainment can't be lieard 
in the mile-high market. Now, 
KOA (Ralph Radetsky, President, 
Gene Grubb, station manager) appoints . . . 




Denver, the biggest market 
in the Rocky Mountain States. 
And the home of . . . 




BLAIR RADIO, 

a division of John Blair and Company, 

effective July 1, 1964, as its 
exclusive national representative. 
This selling power added to the 
Blair Group Plan makes it, more 
than ever. America's most 
influential group of radio stations. 



